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Combined with 
MERCHANTS RECORD & SHOW WINDOW 


o>" 


Be sure to get your copy of these outstanding display equipment catalogs, showing litera:ly hundreds of new and modern fixtures 
in Lucite, Wood, Metal and Plastique—as well as new Men's and Women's Mannequins, Children's Figures, Costume Forms, Mil- 
linery Heads, etc. (Write your Distributor—name below—for your copies, if not received.) Keep them handy for frequent ref- 
erence and suggestions for new items to help you create eye-riveting, sales-inducing displays. KORRECT-WAY'S thirty years 
leadership in the fixture industry not only assures you of honest merchandise at honest prices—it's your guarantee that here 1S 
“the proven way to profitable displays’ as evidenced by the thousands of orders we fill every month from aggressive merchant: 


a of 
the country over whi requiarly specity 


NEW YORK 5-17 West 36th - ATLANTA—Melvin S. R Co. - BALTIMORE—Williams Corp. - BOSTON—Easterr plays, Ir - BUFFALO 

( & Son « CINCINNATI—Genera! Display Corp. - CHICAGO—Hecht Fixture Co. e DENVER—Walter W. Martin « DETROIT—Art Products Mfg 

Co. « KANSAS CITY—National Equipment Corp. - LOS ANGELES—Gr man & Silvers «e MINNEAPOLIS—L. E. Hier Display Equip. C - NEW ORLEANS 
Gulf State play » PHILADELPHIA—Noaythons Display Fix. Co. -« PITTSBURGH—DeWeese Display Equip. Co. - PORTLAND—Turner splay THREE NE' 

SAN FRANCISCO Kehoe Disp. Fix. ( - ST. LOUIS—Midwest Disp. Equip. Corp. e MONTREAL— Miller's Disp. Fix., Req'd. -« HONOLULU —Bad: D SPLa 


Write 














STRUCTURAL BENDS FOR DISPLAY SETTINGS... ARE NEW...HAVE DURABILITY, BEAUTY, ECONOMY 


Background uses 4—No,. 1-24 and 2—No. D-16 bends. Total cost, unfinished, Finish to your own requirements with color . . . or marble or wooed decaleo- 
$16.60... Valance and side use only 4—No. 1-24 bends. Total cost, unfinished, manias. WLS cast plastic plaques used on center panel over Harewood decalco- 
$10.60 . . . Flat masonite used in end and center can be secured locally .. . mania mounted on masonite. If high setting wanted, set & ft. length bends on base. 


cTURAL 5 


Zz, STRUS von EN Ds 


Formed of smooth tempered 
Masonite, Structural Bends provide 
the means of an attractive, modern, 
flexible window setting at little 
cost. A large assortment of Bends 
adaptable to many unusual and at- 
tractive settings . . . can be used 
over and over again. Excellent for 
remodeling of store interior or 
fixtures, too. 


FREE... We 


Brochure describing Bends and 
illustrating uses will be sent on 
request. 


Also...New Decorative Plaques 
—Folder Free. 


5 of the 18 
Structural Bends 


ons PRODUCTION and SUPPLY “Qe om" 


Write or Wire A DIVISION OF W. L. STENSGAARD & ASSOCIATES, INC. 
346 N. JUSTINE AVE + CHICAGO, ILLINOIS 
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You will agree with us when you see CORA SCOVIL’S ver= 


satile new children mannequins. Created with the same artistry 
and fine regard to detail as goes into the construction of the 
famous CORA SCOV/L FASHION MANNFQUINS * * * 


and just as lovely! Do stop in to see them soon. 


Headquarters: CORA SCOVIL MANNEQUINS 
.CYRILLE STEINER Lucite and Chrome FIXTURES 
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THE COVER 


The display pictured on this month's cover is 
by Charles A. Merrill, for Berry-Burk Company, 
Richmond. The “display within a display" idea 
is carried out extremely well. The window floor 
has been covered with brick veneer to represent 
Q street. The 


store's name-plate at the left and also just 


“window' in the rear bears the 





below the glass—the latter, by the way, being 





left to the imagination. 





1940 


‘Because women are and will be increasingly 
more fanciful than coldly factual with regard 
to fashions, the coming year will bring even 
greater tendencies to glamorous themes and 
effects; striking and compelling ideas which 
prove more appealing than many werds em- 
ployed in newspaper advertising. One unique 
and distinctive window well thought out and 
cleverly executed often brings greater customer 
response than much palaver in print.''"—Charles 
H. Bear, Jr., president, Charles H. Bear & Co., 
York, Pa. 


OUR NEXT ISSUE 


Once more the merchandising field is swing- 
ing into the fine selling season which begins 
with the first cool days of autumn and reaches 
a peak with the Christmas shopping, and DIS- 
PLAY WORLD keeps pace. The September 15 
issue will be replete with practical ideas and 
You'll 


want to give this issue particular study, even if 


tested themes which will work for you. 


the annual Christmas rush is just around the 


corner and you're pressed for time. 
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Huntingtons 
Ezra probably never heard 


There are not many Ezra 
left, or are there? 
of point-of-sale. In fact, Ezra hadn't changed 
his window display since a youngster of the 
summer colony had put a ball through one 
of the smaller panes three vears ago. It was 
quoted of Ezra that he discontinued a popu- 
lar brand of breakfast food because he 
couldn't keep it on the shelf—“That stuff 
moved so fast I just had to keep climbin’ up 
to get it, so 1 don’t carry it any more.” 

That merchandise when appealingly dis- 
played will outsell shelf or under-counter 
goods is not news to merchants of today, 
but that manufacturers and retailers often 
miss a good bet is apparent every day. 

Today there remain few if any merchants 
who operate as did Ezra Huntington, though 
there remain many manufacturers as well 
as merchants who often miss a good bet by 
failing to create or to use properly point-of 
sale material. 

A pharmaceutical house added to thei 
druggist shelf stock a relief for indigestion 
and displayed it at the soda counter where 
it could also be dispensed, not so much for 
the amount of business that would be done 
over the counter but to stimulate the sale of 
shelf goods—and it did. Vitalis, through 
individual tubes for a_ single application, 
brought hair tonic to the point - of - sale 





By H. S. SPENCER, Advertising Manager 
Durez Plastics & Chemicals, Inc., North Tonawanda, N. Y. 


through a plastic display to the little 
counter in front of the barber's chair, and 
Both of these dis- 
plays were molded of phenolic plastics. 

A point-of-sale display is but a part of the 
general merchandising plan, and the manner 


barbers’ sales went up. 


of display should be thought out before even 
a model is made of it. It should be inves- 
tigated in the field, on the counter. It must 
have a personality good enough to do the job 
intended. If it is right and the planning is 
correctly thought out and the display used 
properly, it will sell goods. 

Materials of construction for display man- 
ufacture are innumerable, but among the 
structural plastics offer 
many distinctive features: 


newer materials 
color tones; at- 
tractive surfaces easily kept clean and of 
great durability in that they do not readily 
scratch or mar, will not scuff, dog-ear, tar- 
nish or dent; ease in packing and shipping 
due to light weight. 

Plastics lend themselves to creating three- 
anything 
that can be engraved on steel or cast die 


dimensional reproductions, and 
alloys can be reproduced faithfully in these 
synthetic molding materials. Today plastics 
offer a wide range of color, as wellas opaque, 
transparent, and translucent materials. 

In displays attention-getting is of course 
the first job, as it is in any manner of selling. 





The same display can not be used in ex- 
Clusive shop that could be used in a chain 
store. The ultimate use and application 
would determine whether it would be lighted, 
for example. Light and motion, of cour: , are 


invaluable where they can be employed. Let 
us take, for instance, the magazine stand or 
counter which we find in hotels, railroad de- 
pots, etc., or the bookstores. The general 
practice is to reproduce covers of the n aga- 


zines to be hung about on wires, with a 
stack of the magazines nearby. Suppose we 
were to segregate one of these magazines 
from all of the rest and display it differently, 
It would not only be a permanent reminder 
and advertisment but would focus attention 
on that particular magazine over the others 
For contrast we would use a black or dark 
colored phenolic plastic. The sheen of its 
polished surface is attractive in itself. With 
this we would use white or orange wipe-in 
lettering or metal inlays for decoration and 
publication name. For the middle tone be- 


hind the lettering we might use a rough 


—A number of excellent ideas for the use of 

plastics for point-of-sale displays are offered 

here by H. S. Spencer, illustrated with sketches 

by Clarence M. Ehat. The products covered 

range from magazines to spark plugs and 
silverware— 
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fnish for contrast. We would use a clear 
resin front to complete our frame effect, as 


seen in the illustration. In the thought as 
we work it out, we might use something 
characteristic of the magazine as decoration, 
as the American Legion emblem, or the 


Elks’ symbol for their publication. With a 
publication such as Time, why not a clock 
—an actual, small clock itself? 

In the building of acceptance for a publi- 
cation that distinctive group circu- 
lation, as exclusively men, women, women’s 


has a 


fashions, or home furnishings, the magazine 
displayed in an attractive setting in the hab- 
erdasheries, the men’s departments of de- 
partment stores, or the women’s publications 
on the counters of the millinery, lingerie, 
dress goods, house furnishings, and varied 
departments, would tie-in and 
acceptance with a degree of authority behind 
it, give the publishers something additional 
to talk about in selling space. A line might 
even be carried in the display itself stating 
that the paper could be purchased or 
scribed for in the book department of the 
department store. 

Silver flatware might readily 


provide a 


sub- 


atten- 
tion directed to a particular design or sou- 
venir piece, as a Golden Gate Exposition 
or New York World’s Fair spoon, 
simple little plastic disc to hold it upright 
and display it. Small, it could be placed 
anywhere and right before the prospective 


have 


by a 


purchaser. (See the drawing below.) Or the 
three principal components of flatware sets, 
the knife, fork and spoon, could be displayed 
in these plastic holders; could be made to 
stand out strikingly in a 
display 


window, 
and the 
more 


simple 
case, or counter setting, 
finesse of workmanship and 
readily accentuated than in boxes of dozens 


design 


of pieces or complete sets. 

A manutacturer frequently combine 
his trade character with his product and 
make an effective, compact, three-dimen- 
sional display that ties in forcibly with his 
advertising, as pictured in the first sketch 
on the opposite page. Here, for example, 
is a black phenolic Durez seal sprayed with 
white enamel to conform with the manu- 
facturer’s color scheme, not only balancing 
a celluloid ball but the itself on the 
top of the bottle of the blend,” 
and right at point-of-sale, on the counter 
sufficiently compact that it can be displayed 
at the bar. 

Many 
for giant outdoor posters- 
tising. Why not, then, carry the reminder to 
billboards could 
card size, or 


can 


seal 
“balanced 


large 
. > 
reminder adver- 


manufacturers spend sums 


the point-of-sale ? These 


be reproduced about post any 
size up to 8% by 11, and mounted on plastic 
bases or frames. Of course, as new 
Were put out the miniature 

cards would be changed. The 
the top of this page show a simple molded 
Plastic 


also a 


posters 
point-of-sale 
sketches at 
and contrasting metal frame; 
with a 
A point-of-sale 
of this type might even be illu- 
and would from the 


base 


similar idea, more ornate 
all-plastic base and frame. 
treatment 


minated be practical 


—The main theme of an outdoor poster cam- 
Paign is the basis for a point-of-sale tie-in 
involving a miniature billboard held in a plas- 
tic base. A more simple treatment is seen 
in the second illustration— 
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cost standpoint in quantities of five to ten 
thousand. 

Plastics 
point-of-sale, though to nothing 


used at 


like 


have been successfully 


increasingly because they are 


greater use 
































their 
full potentialities, and they are destined for 


still new, do not dog-ear, scuff, 
and are easily kept clean as we 
looking 
much in the public mind today. 

materials 


interested in these new 


is being done with them 





‘ll as 


and because plastics are 
People 


and 





























hve yor PLUGS 
CLEANED 


NEW AC METHOD 





















































“fly-speck,” 


new 
very 

are 
what 
















DISPLAY WORLD 


out Retail Display 


By CARL V. HAECKER* 
Montgomery Ward & Co., Chicago 








cate it to such an extent that it becomes plays, displays at the point-of-sale, is more 
confusing and gets so far away from its than I can understand. You displayvmen 
purpose that it fails to sell. And in the have the opportunity of a lifetime 1) jn- 
retail business—in this job of bringing the crease your scope and assume muc!) re- 
customer to the merchandise—it must do — sponsibility if you will but develop a means 
just that. It must sell, and sell, and sell. whereby you can contribute more to selling 

Therefore, it seems to me that we need more merchandise through interior displays, 
not discuss display from its many ramifica- The job is simple. Merchandise must be 
tions of technique because all of you are so classified and well arranged. Color and 


familiar with its mechanics and what it will lighting are subjects you must know thor- 
do. I would like to talk about display from oughly. Store layout to direct traffic will 


a somewhat different angle. solve many problems. Get into this phase 
I thought it might be interesting to build of display now if you have not done so 

something—to display something—and after — before. 

all, being such a firm believer in the fact To you owners or managers oj. stores, 

that “87 per cent of the people buy through please permit me to say that you can do no 


better constructive job than to increase your 
budgets for interior displays and allow the 
display manager to spend a little additional 
money and time for interior displays.  Re- 
member always that “87 per cent of the 
people buy through the attraction of sight.” 

Step number three can very well be given 
over to the display exhibits—to delivery 
trucks—to exterior signs—and to architec- 
ture itself. Here, too, the display manager 
should give his counsel, his advice, and his 





It would be quite presumptuous of me to 
criticize or even try to find fault with you 
successtul business men and women and you 


suggestions because all of these factors have 
to do with the display of the organization 
or institution, and so often these factors de- 


displaymen who have won enviable recog- 





nition for yourselves in your field of en- 





deavor. But someone once said, “The world 





tract from the store itself. Too often there 
is little thought, time, and attention given 


must be reminded as well as informed,” and 






because of that, | have courage to talk to 





you today. 





This subject of “Retail Display” has been 





so much cussed and discussed and the defi 





nition has been so much confused and dit 
fused that I thought mavbe Webster might 






have the correct answer. And so, tor the 





DISPLAY 


Courage 





first time in my life, | looked up “display” 





in the dictionary and here is what I tound: 
Display means: “To spread out—unfold AAA 










exhibit—force into notice.” Simple, isn’t it? the attraction of sight,” I felt sure that you DISPLAY 

\nd yet so oiten we try so hard to compli might remember what you see more than Cathusie 
what you hear. 

“Address given before the 1940 convention of the ehh a ; ; , : . aAaAaea 

International Association of Display Men, Detroit For the first step, o1 the foundation of this DISPLAY 








structure (pictured at the lower right) we Experience 
will use “Window Display.” Good windows 
build) reputation—interest—good  will—and 







row ys 
DISPLAY 


sell merchandise. Good window displays Teamwork 







stop traffic—attract attention—arouse desire 






DAA 
DISPLAY 


Co-operation 


stimulate action. Good windows. speak 






louder than any words. The technique of 






building good windows I will leave in your 
capable hands. But I would like to leave ; aaa 








this one thought. Window displays are good e DISPLAY 
only when they sell. They may sell any | Knowledg 






number of many things but they must sell. : PON 







Now that we have a start for our struc- 
cae i. DISPLAY 
ture, let us go another step. This one we ‘| Architecture 
will call “Interior Display.” Just why some . 
stores fail to follow through on interior dis- 







aaa 
DISPLAY 


Interiors 


—A number of Montgomery Ward & Co. : IT 
displays are seen on this page and the next, om 
all created under the direction of Carl 
Haecker, who has charge of national display 
for Ward's. At the lower right is a photo- 
graph of the "Display Platform" discussed 
in the article— 
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to this phase of store display. It is essential 
that you get into this subject now. 


WARDS AL LAY-AWAY ' SO 


chi DOWN 
BLANKET SALE-: “icc-: 
. ' 4 vatil Rovember Ist. 
For the fourth step, we should definitely oT DLARRES SAMS 
exhibit and display“Education and Knowl- 
edge.” Education comes only from. study, 
observation, experimenting, and hard work. 
From education comes knowledge. And | 
mignt add that much knowledge can_ be 
gained from salesmen, manufacturers, dis- 


S» much for the physical side of struc- 
tural display. But what about these many 
other factors of successful retailing? Each 
of them call for display also. 


Ui 
4) 4, 


J 
}4/ 


tributors, and by attending conventions such 
as this. And the education that you can and 
do receive from the excellent trade papers 
and journals such as DISPLAY WORLD 
and others can not be discounted. There 
seems to be no excuse for lack of display 
education and knowledge, and, therefore, I 
believe we may well use it as one of the im- 
portant parts of this display structure. 

Next in importance comes the display of Do you know customers’ reactions and have 
you analyzed the market for your store's 
merchandise? Do you know the answers? 
Well, if you do (and of course you do), 
then display this experience, not by showing 
off, but by good showmanship and _ proof. 

The eighth step could very well be called 
the display of “Enthusiasm.” Here is a real 
chance to put on the show. How do you 
walk? How do you talk? How do you 
smile? How do you react? What happens 
when there 1s a special sale or some buyer's 
mistake that has to be disposed of ? Well, 
my advice is to take it and lke it, and best 
of all, display your pep and your willingness 
Just see how much better you feel; how 
much happier you'll be; how much better 
you will treat the wife and kiddies when you 
get home: and maybe you'll live a_ lot 
longer, who knows? At least you will have 
a lot fewer nervous upsets and the boss will 
like you so much better that he may even 
give you a raise. How about it? Let's put 
enthusiam on display. It will get results 

We're getting close to the end of this job 
ot building a display and here is one more 
factor that just simply has to be used. It 
display ot “Courage.” Courage of 


“Coordination and Cooperation.” Coordina- [Continued on page 47) 


tion of effort with all of the other branches 
of the organization is so important. Coor- 
dination in planning—in doing—in follow- 
through. And by displaying your eagerness 
and willingness to cooperate, recognition 
will come your way and your effort will not 
be wasted. 

And now comes display of “Friendship 
and Teamwork.” Here again if displayman- 
ship is not brought out we are liable to find 
ourselves in trouble. Friendship with out 
fellow co-workers, with our associates, and 
most important, of course, team work with 
the other executives, team work with the 
manager, the advertising manager, the mer- 
chandisers, and with the sales people—those 
ever-important people in the store can be 








such a help to all of us because they know 
the merchandise. Show them, display to 
everyone, your friendship and demonstrate 
your eagerness for team work. 

Number seven on the list is the display of 
“Experience.” What have you done about 
showing by good example your very excel- 


lent experience? Have you analyzed your 
Past work? Have you tabulated the results? 
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Signs Of Autumn Appear 
In Chicaso Windows 


With the curtain ready to fall on act three 
of Chicago displaymen’s summertime ex- 
travaganza, the floodlights are focused upon 
a final appearance of warm-weather stars 
in the merchandise field in the gayest of 
settings, while first hints of colder weather 
fashions make their appearance. 

Bargains are headlined in window after 
window, and they draw crowds of men, 
women, and children to press their faces 
against the panes. Amid the frenzy of last- 
minute street mannequins 
stand calm. cool and collected—caring not 


shopping the 


a whit that their smart cotton sheers have 
been marked down to half price. But already 
a few of the more adventuresome ladies are 
wading up vo their ankles in next fall's 
early snow, luxuriously garbed in full-length 
fur coats, reminding the farsighted that 
August is an excellent month to become 
fur-conscious. 

For example, there is an arresting preview 
of coming fur fashions in the corner win- 
dow of Henry C. Lytton & Co. (The Hub), 
by Display Manager G. C, Three 
models coated in gray Persian lamb are 


Bowen. 


grouped about a white stepped-up platform, 
circular in design. Topping the platform 
are two soft-eyed baby lambs that match 
the coats, one in an alert standing position, 
the other cuddling comfortably upon a piles 
ot exquisite skins. The center mannequin 
holds the corner of a large illustrated black 
and white printed advertisement mounted 
on the electric-blue back-panel calling atten- 
tion to the “August Sale of Certified Fur 
Coats.” Sparkling note is introduced by sev- 
eral enormous snowflakes of silver-splashed 
buckram which cling to the panel. A second 





By KENDALL HULL 
Fred Kuehn, Photographers, Chicago 


poster, down front beside a simple hosiery 
display, emphasizes the fur values featured 
by the store. This display is not shown. 
Appearing on this page is one of a series 
of effective windows on display at The Hub 
featuring a variety of color ensembles for 
men’s wear. This window, dedicated to 
browns, is dominating by a revolving disc 
in shades of the theme color before which 
stands a miniature figure of a smartly 
A streamlined motif made of 
wooden strips is topped by cut-out letters 


dressed man. 


forming the words “Brown Tones” and done 
in perspective to reach out to the pass: 


Down front before a striking collection of 


harmonizing suits, cravats, shoes and hats. 
is a hand-lettered poster advising: “Be a 
Colorful Man!” 

The second floor of Russek’s imposing 
new store at Lake and Michigan, show 
here, is exquisitely decorated in a light 
motif, with beige and gray-blue predomi- 
nating. Models wearing fur coats pose on 
stepped-up platforms of modernistic design, 








and a seated mannequin wears a charming 
dinner gown as she plays hostess in the cen- 
ter of the floor. Doris Kent is director of 
display. 

If winter comes to The Boston Store, as 
it apparently has in the frost-coated window 
pictured at the top of page 9, the manne- 
quins are fully prepared. Seven of them 
are warmly dressed in furs and fur-trimmed 
cloth coats. A tiny tot, whose white garb 
somewhat resembles that of an Eskimo, 1s 
trying out her snowshoes and there are 
hoary branches and transparent balloons tor 
atmosphere. R. R. Jericho is director of 
display. 

A few early autumn leaves have _ftallen 
in the window of Carson Pirie Scott & C 
arranged by Display Director J. W. Camp- 
bell to attract campus-bound lovers of th¢ 
great out-of-doors. Theme of the window 
is struck by four blow-ups of sports-fashion 
photographs, one of which is a reproduction 


—Above is a view of the second floor of the 

new store of Russeks. . Left, by G. C. 

Bowen, The Hub. . . . (All photographs by 

courtesy of Fred Kuehn, Photographers, Chi 
cago)— 
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—Right, by R. R. Jericho, The Boston Store. 
.. « Center and lower right, by J. W. Camp- 
bell, Carson Pirie Scott & Co. ... The third 
display is by M. Michele, Saks-Fifth Avenue— 


of the cover of a recent issue of Mademoi- 
selle. In the foreground are four manne- 
quins with slack suits and hiking togs that 
are the picture-book clothes come to life. 
A mammoth reproduction of a text book 
forms a seat for one of the figures and 
standing notebooks and a portable radio 
carry out the collegiate idea. This window 
is pictured. 

Also appearing here is Campbell's in- 
genious “Career Girl” exhibit, one panel of 
which is backed by a large photograph of 
Chicago’s Board of Trade building as 
glimpsed down LaSalle street. A_ single 
mannequin in street clothes is reading tape 
as it comes from the stock ticker. Standing 
upright against the arm of a Windsor chair 
at right is a poster which reads: “Chicago 
Points of Interest . . . Board of Trade 
your stock will rise rapidly when you ap- 
pear in a smart black jacket dress.” The 
companion panel catches its idea from a 
picture of the Museum of Science and In- 
dustry. One mannequin wears a one-piece 
fall frock and a matching purse and gloves 
are placed upon the floor. Tacked to a post 
whic’ bears a small model of a steam en- 
gine is a black and white poster stating: 
“Chicago Points of Interest ... The Museum 
of Science and Industry ... and you in a 
sleek jersey with a gilt glint and drapery 
interest.” 

“Fantasy of a ‘Midsummer  Night’s 
Dream’” is the title of a breathtaking dis- 
play by M. Michele, Saks-Fifth Avenue, 
shown here. Fox skins draped in the 
branches of crystallized fir trees and a mink 
coat spread over the floor complement the 
fine furs worn by the three lovely ladies in 
review. The back drop is made of sparkling 
strings of cellophane. 

The following are not illustrated: Ray 
Biar.chi, Goldblatt’s, commands attention 
for a collection of cool wash frocks. Swung 
through the air at an angle across the win- 
dow is a yellow paper streamer lettered in 
black announcing “Happy Home Sheer Cot- 
ton Frocks.” Dominating the scene is a 
blue wooden circlet some 6 feet in diameter, 
resembling a wedding ring .. . entwined 
with a vine of silver, gold and ‘green, and a 
second streamer reading “Special Purchase 
of Happy Home Sheer Cotton Frocks.” One 
Mannequin is seated within the ring, which 
rests upon an irregular terrace covered with 
artificial grass matting. Two others are 
accented by curving cycloramic walls of 
steel blue. 

One of the month’s most interesting pres- 
entations is that of George Mangel, florist, 
at his Blackstone hotel shop on Michigan 
boulevard. It’s a “small-fry” window from 
Start to finish with a mechanical life-size 
baby laughing, kicking, and Waving a rattle 
as he lies in an elaborate bassinet that occu- 
Pies the center of the window. Tie-back cur- 
tains of white dotted net form a dainty 
semi-circular back-drop and behind the cen- 
ter opening is a second drop of the netting 
against which a stork stands poised amid 
the long shoots of a larger-leafed plant. 
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The Importance Cf Display 


AUGUST, 1949 


In Selling Merchandise 


As a divisional merchandiser of Hudson's 
tenth and twelfth floors, I can not tell you 
professional experts anything about the tech- 
nical aspects of your job. 

But I can tell you how important display 
is in selling merchandise and relate a few 
things we have been doing that have been 
successful in building traffic and volume. 

Long ago, I spent five years with Lord & 
Taylor's, New York City, and the display- 
men there spent most of their time draping 
dry goods over fashion “dummies.” In the 
Home Group our only contact with them was 
in trying to comprehend their color. or 
period theme. We realized that our home 
merchandise was inadequate and were em- 
barrassed because we sold some nice mer- 
chandise out of their windows and they were 
reluctant to remove it for the customer. 

The next five years with the William Hen- 
gerer Company, Buffalo, changed this con- 
tact and opinion only slightly. But during 
the last fourteen years in Hudson’s some- 
thing has happened to displaymen—and_ | 
assure you it 1s much for the better. 

Instead of being interested exclusively in 
fashions for women, they are vitally inter- 
ested in fashions for the home. They are 
now our team mates and we can't get far 
without their help and assistance. 

We in Hudson’s do a splendid job of dis- 
play. Our displaymen are our partners and 
helpers. 

Perhaps the best message I could give you 
today would be a suggestion that all of you 
become closer associated with your mer 
chandising division and, even more impor 
tant, that vour merchandising divisions be 
come more closely associated with you. 





“Address before the I. A D M. convention, 
Detroit, June 25 


By HERSCHEL LUTES* 
The J. L. Hudson Company, Detroit 


The greater the cooperation between the 
display and merchandise division, the better 
the success of both. 

Under no conditions should they work in- 
dependently because both sides have much 
to offer each other in their common task. 
After all, whether displaymen or merchan- 
dise men, we should both realize that the 
principal job of each is to sell more mer- 
chandise. That is our business. 

The merchandise division should give dis- 
play people more technical information— 
more of the historical and romantic angle 
of the merchandise, more selling points— 
they have much technical knowledge of mer- 
chandise that should be passed on to their 
associates. 

A displayman’s selling problem is even 
harder than that of a salesperson’s because, 
after all, a salesperson can talk with the 
customer and get her reactions, whereas the 
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displayman has to anticipate all these re- 
actions and overcome them by proper <lis- 
play, signs, and presentation—hoping ‘that 
his work is understood and appreciated by 
the customer. 

In addition to this plea for closer coopera- 
tion between the merchandising and display 
division, I am going to try to relate some 
constructive ideas on how we can unite to 
do a better job of selling. 

There has been, and still is, a lot of 
debate about the direct productivity of ad- 
vertising—newspaper, magazine, etc. But 
there never has been, nor is there now, 
any question about the direct, productive 
results of good and proper displays. The 
old adage “Well displayed is half sold” 
still holds true, only more so. 

In the old days, it was necessary to ad- 
vertise in order to bring the traffic in the 
store to see the display. But now we have 


the automatic and steady traffic so that “well 
displayed” is now practically sold. 

The only merchandise that I can _ recall 
offhand which would sell in recent years 
without proper display was liquor during 
prohibition. That was the only item that | 
can think of which sold better under the 
counter than it did on open display. 

Display today instead of being 100 per 
cent on background and glamour, with mer- 
chandise a second consideration, must ex- 
pose our traffic to attractive and selling dis 
plays with the emphasis on merchandise. 

Our competition is alert, aggressive, and 
offering the same or similar items at t! 
same prices. What then influences a cus 
tomer in making her decision regarding 


where to buy? A store’s policy and repu- 


—Typical Hudson's displays are pictured with 
this article. Charles Wendel, one of the “old 
timers" in American display, is director of this 
department for the well-known Detroit store— 
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tation, yes. Their service, yes. But of 
major importance is presentation. 

| believe it safe to say that retail business 
could not survive on the volume which re- 
sults from supplying only requested needs. 
Its prosperity depends upon the sales made 
possible through your effective displays 
Those businesses which are expanding most 
rapidly today are the ones which expound 
display merchandising—chain fashion stores, 
chain drug stores, chain hard lines, and 
chain mail order. 

In our own store, we feel that the num 
ber of sales we can make on any given 


item is almost in direct proportion to the 


emphasis we give it in our display. 

It is my belief that the influence of dis 
play is so important that with it we can 
create almost any impression we desire: 
that our price range is broad—from_ the 
competitive merchandise to the very best; 
that our assortments are complete because 
every color from apple green to burgundy 


red is represented ; that our stocks are ob- 
viously clean and fresh. It is my observa- 
tion that there is a very interesting relation 
ship between profit and display. Ii we high- 
light in the display four or six of a highly 
profitable number, we will sell) more of 
those numbers. 

\ny display that causes the* customers to 
notice the background and the color effects 
and then, secondarily, to notice the mer 
chandise is not very productive for depart 
ment stores. The productive ones are where 
the customers see the merchandise and sub 
consciously, perhaps, the fixtures. Fixtures 
should be merely to supplement the mer 
chandise and of such a color and design 
as to create a favorable and complimentary 
reaction. 

You recognize with me the basic distinc 
tion between displays that customers admire 
and those displays where customers look and 
develop an intense urge to buy. 

While the customer is highly educated 
about merchandise, few displaymen or mer 
chandisers realize her timidity in asking 
about the use or purpose of a new item or 
article. Any display must not only give the 
“reason why” for the merchandise but it 
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must also explain by presentation or by sign 
the exact use of the new article. Most cus- 
tomers passing a display of a certain glass 
dish and not knowing what it is for wall 
pass by the display. However, if this same 
dish is filled with artificial food for which 
it is intended, the customer will not be em 
barrassed by having to ask what the dish 
is for. 

We are particularly fortunate in Hudson's 
to have as partners such a capable display 
staff. Hardly a week passes that I don't 
stumble into an extremely valuable display 
which our boys have set up. They are con 
tinually on the job helping us better to 
present and sell merchandise \nd many 
times they help us unload undesirable, slow 
selling items. 

Following are a tew of the things we 
have employed successtully Our job has 
been one of trial and erro We still have 
much to learn and are trying to learn it 

Change of location: It is quite important 

lat some change of location be made fre 
quently along traffie aisles. Customers be 
come accustomed to seeing the same item 
day after day and get the habit of walking 


by uninterested. Frequent changes showing 


[Continued on page 37] 
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Variety Is Still Key=Note 
Of Los Angeles Windows 


The fifth city still remains the fifth city. 
Preliminary census returns released during 
the past month unquestionably establish Los 
holding her earlier position 
among the metropolises of the United States. 
Reporting an increase in excess of 21 per 
cent over the 1930 figures with an estimated 
1,500,000 population, this city was  unsur- 
passed in growth among the larger cities of 
the country. Fifth in population, first in 
movie production, first in airplane produc- 
tion, first in many other phases of industrial 
activity, Angeles 


Angeles as 


distin- 
guishing itself as first in style creation. And 


Los also is fast 
further to promote the latter, displaymen of 
Hollywood, Beverly Hills, Los Angeles and 
have been putting on a 
show comparable to any in the windows of 
the first 

\pparently 
holidays, or 


adjacent territory 
four cities. 


take 


if they do, their stand-ins are 


display directors do not 
leading men. Or 
maybe it’s something of a vacation to in- 
stall 
profession 


just as capable as the 
entire 
was on a during the 
month of July. The and the 
mountain lakes are a short three hours apart 
in this playland of ours, so it is not at all 
unusual to see bathing togs and hiking para- 
phernalia local windows. 
Catalina, fifteen minutes by plane or twenty- 
one miles by boat out in the blue Pacific, 
shares space with 


vacation displays. If so, the 
vacation 


ocean sands 


side by side in 


Arrowhead and Big Bear, 
a mile high among the pines. But just to 
situation for the local 
playmen, hiking and wild boar hunting are 
sports features on the island, while speed- 


complicate the dis- 


boating and aquaplaning dominate the ex- 
citement on the lakes in the Sierras. 


By HERB CROSS 
"Dick'' Whittington, Photographers, Los Angeles 


John E. Cooke, Coulter's Wilshire, had 
a very simple but attractive window in the 
promotion of the store’s August fur 
Five mannequins wore fur coats and jackets 
of different lengths. The background was 
ornamented with a plaster statuette of two 
done in pure white to carry out the 
They were on a pedestal 
covered with artificial snow. A mannequin 
stood at one side, blending into the snowy 
atmosphere. More completely to place the 


sale. 


foxes, 
idea of coolness. 


scene in cool territory, pine tree bran 
and white logs were also prominent. Beh 
the foxes was a rippled glass backdrop 
give contrast for the fur outfits. 

This month we welcome a 
the ranks in Hollywood. For the last 
couple of months we have been watching 
the windows at Nancy’s on the Boulevard, 
where Kenneth Helmbold is display man- 
ager. Confronted with the problem of 
dramatizing a two-piece Helmbold 


newcomer to 


dress, 


conceived a unique tie-up with the perennial 
vaudeville act of sawing-a-lady-in-half on 
the theory of “what could tell the 
better than to witness before your very eyes 
the beautiful lady literally bisected in the 
middle?” His act is consummated without 
mirrors or hidden panels. In a wooden box 
with glass sides the fearless lassie has been 
The 
done its work and the dress is definitely in 
Apparently the victim lost littl 
of her sophistication as a result of the dis 
not a hair of her head is mis 
placed and the net on her saucy bonnet is 
unruffled. Unperturbed by the 
right hand just below the bracelet, she raises 
her arm to show the place where the saw cut 
through. On the floor is the outfit of a 
previous sacrifice. 


story 


placed in a prone position. saw has 


two pieces. 
closure, as 


loss ot her 


Seated in the foreground 
is the next victim, or she has been invited 
from the audience to come to the stage t 
verify the authenticity of the deed. In an) 
event, she is properly attired for her part 1! 


—The first illustration is of a display by John 

E. Cook, Coulter Dry Goods Company. ... At 

left, by Kenneth Helmbold, Nancy's. ... (All 

photographs by courtesy of "Dick" Whitting- 
ton, Photographers, Los Angeles) — 
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—Immediately below is a display by J. 
Belloza, who is carrying on at Saks-Fifth Ave- 
nue, Beverly Hills, during the temporary 
absence of James David Buckley. . . . Center 
by Aubrey L. Maley, The Broadway-Holly- 
wood. ... Upper right, by Sidney Gorman, 
The May Company-Wilshire. . . . Lower 
right, by Charles Borum, Desmond's, Wil- 
shire— 


the performance. The pattern book down- 
stage to the left is captioned, “A Two-Piece 
Act.” Helmbold got the idea from Vogue 
magazine, and it really rang the bell. 

The display staff at Saks-Fiith Avenue, 
Beverly Hills, is carrying on under the 
leadership of J. Belloza while James David 
Buckley attends to the establishment of a 
similar display department at the new Saks 
store in Detroit. The windows. still carry 
the distinctive Buckley touch despite his ab- 
sence—simple but very effective, as can be 
seen in the photograph at the lower left on 
page 13. The series of windows illustrated 
one of the most popular pastimes of movie- 
land, dude ranching in rural fashions. Each 
window had its individual tie-up with farm 
life. As the shopper walked from window 
to window, she was conscious of the ad- 
vancing hours of the day as exemplified in 
the displays. The mannequins were dressed 
for morning, afternoon, and evening with 
striking riding and loafing togs inserted be- 
tween. One window also showed a_ bride 
being wedded midst the straw and chickens ; 
another presented an evening ensemble for 
the barn dance. Each of the windows had 
a ranch gate and other ranch fittings for 
additional atmosphere. Consistently placed 
in the foreground in each display was a 
straw hat with the crown half-buried in 
straw. On the inside brim was _ lettered 
“Rural Fashions.” The window pictured 
here showed cool afternoon wear for the 
rancherette. She is seated atop a battered 
ranch gate with an oil lamp, a_ chicken, 
bridle, and pitchfork at her feet. Apparel 
accessories shown in one corner of the win- 
dow were a change of shoes and jewelry 
for the mannequin. 

At the corner of “Hollywood and Vine” 
we found a timely window ... borrowing a 
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background theme from the Douglas Air- 
crait Company and showing a section of the 
latest in passenger ships, the DC4-40—the 
“40” meaning forty passengers. This is the 
largest commercial passenger airliner in the 
world, and as the card at the left reads: 
“United Airlines has ordered twenty of these 
huge four-motored sleeper ships for their 
Mainline route between Los Angeles, Chi- 
cago, and New York.” Into this interesting 
background has been incorporated a_ little 
fur, shoes, considerable light luggage, sev- 
eral accessories, and with it an invitation to 
“take to the air” from the smart aisles of 
the Broadway-Hollywood. Other windows 
on this famous corner featured dresses in 
Horizon blue, summer-striped play togs, 
Eyelet rayon jersey (the rule at beach or 
club house) and Vivacious prints. The dis- 
play was by Aubrey L. Maley. 

At the far west end of the “Miracle Mile,” 
May Company, Wilshire, gave particular 
prominence to a series of promotion win- 
dows. Rushing the season just a bit, extra- 
ordinarily large gold autumn leaves very 
ably formed the background for a raised let- 
ter message. The keeper of the keys, Sidney 


Gorman, did a neat piece of business in 


putting over the “sale” material in a very 









































dignified manner. A little carved tree squir- 
rel, holding a bunch of grapes, ornaments 
the foreground. The merchandise herewith 
produced in the illustration at the upper 
right consists of “Oatmeal” tweed coats 
highlighted with handsome fur collars. 

The last window pictured here is by 
Charles Borum, Desmond’s, Wilshire, in 
which he pleasingly showed typical Southern 
California leisure togs. This window was a 
section of a huge window presenting various 
summer outfits. The outstanding character- 
istic of this window was the very novel 
way in which he dramatized “Fun in the 
Sun.” A mannequin, standing on a pedestal, 
is dressed for a day at the beach or country 
club. Under her feet and shading her head 
were palm leaves made of cellophane, fur- 
nishing a canopy to protect her from the 
glare of the “sun” above her head. The 
sun was a cut-out piece of cardboard painted 
yellow, brightly illuminated. The sun had 
a bright smile on its face and the top of it 












was cut off by a cut-out straw hat. Behind 


the sun was a large golden star trom which 
came wire rays of “sunlight” into the fore- 
ground of the window. All of the windows 
in the series had this same California at- 
mosphere. 


Samuel Mackabee Dies; 
Former Display Head 

Samuel R. Mackabee, who had been with 
The May Company, Cleveland, for more than 
thirty years until his retirement from the 
position of display manager two years ago, 
died in St. John’s hospital, Cleveland, on 
August 6. He was 70 vears old. His wite 
survives. Burial took place in Baltimore. 
Selby Shoe Company 
Sponsors Contest 

A national window display contest for 
Arch Preserver shoes has been announced 
by the Selby Shoe Company, Portsmouth, 
Ohio, from which firm full details can be 
obtained. Top prize is $100, with fifty-two 
smaller awards. 
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Natural Settings For Fall 
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Comes fall and the tide of customer dolls 
begins to flow more freely in retaildom. \ 
brand-new season, new styles, new colo: 
all have their effect on shopper and disp 
man alike. 

September and October, according to 
tional Retail Dry Goods Association fig 
produce more than 8 per cent and 10 per « 
of the total year’s business for the aver 
store, ranking fifth and second, respectiy 
among all months. With the coming of thes« 
months the store moves into high gear or 
more, and displays forsake the cool greens 
and blues of the hot season for the warme: 
tones of fall. 

Among the pleasing and eye-catching set- 
tings used for displays at this season are those 
which have a natural environment as_ their 
basis. Outdoors, rustic cabins, football stadia 

regardless of locale, if these displays are 
handled in an authentic manner, with careful 
attention to detail, they come in for more than 
average attention on the part of the shopper. 
And the atmosphere of autumn is so easy 
create in a window that no displayman shou 
be at more than momentary loss for a them« 


t 
1] 
| 


Regardless of changing events, the old 


reliable wine tie-in is always good at this 
time of year. In the first display pictured, 
Mrs. Dace Willingsworth, Denver Dry Goods 
Company, Denver, makes good use of the idea 
The central background is built up of un- 
finished, weather-beaten lumber on which are 
fastened large swirls of natural grapevine 
bearing artificial clusters of grapes. Win 
kegs and bottles are contributory elements, 
with bunches of grapes heaped up around the 
standard of the sign at the left. This window 
was one of nine devoted to the theme “A 
Harvest of Color’—each having a different 
color predominating, such as apple red, corn 
gold, wine, and the like. The same rustic at- 


? 


mosphere was used for each window, assisted 
by shocks of corn, hay piles, pumpkins, and 
a profusion of fall leaves and moss. 

Back to the farm in grand style is the man 
nequin in the second display, by Russell © 
Kehrt, Jenny's, Inc., Cincinnati. The barn 
was built of 1l-by-10 boards stained a_ burnt 
umber. The figure is seated on a bale o1 
hay, while more of the same material is scat 
tered around the barnyard and protrudes from 
the mow of the barn. The barn, incidentall 
was 9 feet high by 10 feet 6 inches wide; it 
was so built by Kehrt that it extends some |! 
inches from the background. IHlumination 
was by means of amber colored lights, wit! 
most of the light thrown on the scene from 
the left to simulate sunlight. 

Stewart Kintner, Fowler, Dick & Walker 
Wilkes-Barre, Pa., did the third setting. T! 


( 


entire background, representing a ticket o 
at a football stadium, was painted a ston 


n 


gray and outlined with bright red. The tut 


stiles were in red. The floor was covert 
with dark green fabric. The card copy rea 
“Sideline Fashions ... as exciting as a tout 


down.” Note that the nature of the sett 
makes it possible to use five mannequins 10 
relatively small space without the appearan 
of being crowded. Interesting, too, is tl 
effect of depth given the display by the fore 
perspective treatment of the background 
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Boost Business With ACE 
FALL and CHRISTMAS DISPLAYS 
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VELVELUR 44” 
CRISS-CROSS DESIGN 


White Chenille flocking on autumn brown. 
Rolls 44 inches wide; 25 and 50 feet long. 








GLISTENING BELLS 


Twinkling tinselled silver Xmas bells on 
Non-inflammable VELVELUR in Xmas Red, 
Xmas Blue and Xmas Green. Rolls, 87 
inches high by 18 feet, 36 feet, or 75 feet. 





Big New Catalog of Latest Seasonal Designs and 
Ideas. 


Write for your FREE COPY today! 


SMART COLLEGIATE 


No. 2 “BACK TO SCHOOL” 
Pat. Pending) 


Sophisticated college girl painted in 5 colors 
on a 49-by-70-inch panel of Moss Green 
VELVELUR. For background, 87 inches by 
18 feet of Violet Non-Inflammable VELVE- 
LUR. 30 REAL college pennants. 


THE 
ACE PAPER CO. 


INC. 


(DISPLAY DIVISION) 


Dept. 17, 426 West Broadway 
New York City 











VELVELUR DISTRIBUTOR 


ILLINOIS, WISCONSIN, INDIANA—Corocraft Product 5é 
IQ ss CALIFORNIA S di€ i Iper * S Dply 
MINNEAPOLIS—L. &. Hier 
CINCINNATI—Genera 
ATLANTA 
SEATTLE 


W. Lake St., Ch 
.. 369 Sixth St., San Franci 
KANSAS CITY—Harvey J. Maxwell C 
splay Corp.: $T. LOUIS—Garrison & Wagner C 

r: PITTSBURGH—Art R. Coher 
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(Editor's note: Jerome Walter was to 
have been one of the speakers at the recent 
convention of the International Association 
of Display Men, Detroit. Unable to attend, 
he wrote the following to be read at the 
convention. ) 

I am sorry that circumstances make it 1m- 
possible for me to attend your convention 
this year. I want to extend, however, to 
you displaymen gathered in Detroit my very 
best wishes for a most successful meeting. 

This is the first time I have ever had the 
privilege of talking to a large group of dis- 
playmen without having my own person an 
easy target for verbal or even more tangible 
I can say what I please and don't 
This, gentlemen, is an oppor- 


assault. 
have to duck. 
tunity ! 

I don’t have to talk about the great prog- 
ress of display during the past few years, 
about retailing’s great debt to display, about 
how display is the force that 1s helping busi- 
I'll leave those ap- 
proaches to the fellows who are addressing 


ness back to prosperity. 


you in person, the fellows who anticipate a 
pleasant week in Detroit and can’t afford 
ostracism. 

But I’m not in 
look facts in the 


a spade. 


Detroit. I afford to 
I can call a spade 


can 
face. 
I don’t have to praise and extoll 
display and displaymen. I can point out the 
things that I feel are wrong with display 
and I can kick you displaymen collectively 
in the pants. I am in New York where, for 
the time being, my own person is immune— 
no matter how deservedly it could stand a 
boot or two itself. 

Display, gentlemen, is truly a 
force in retailing—only we haven't 
to use its power and we haven't sold retail- 
ing its The display manager is 
an executive that should be worthy of the 
respect and confidence of his But 
what has happened to his prestige? He has 
seen in many stores an open usurpation of 
his power and privileges by his advertising 
department. He has been working in many 
-other stores stifled and thwarted by inade- 
quate facilities for doing a job. 

And the pity of it is that it’s no 
fault but our 

We have made our first mistake by taking 
We have ac- 


wonderful 
started 


existence. 


store. 


one’s 


own. 


too many things for granted. 
cepted display as it has existed for years as 
being basically right. What 
have made have been only sporadic surface 
changes. 

Nothing would startle us than to 
be told that the principles of display need 
not be accepted as established. We have a 
‘choice. We have the right to examine and 
to test these principles. 

Take, for instance, the very first principle 
-of display. Ask a hundred displaymen what 
i display and ninety-nine 
that sells mer- 


changes we 


more 


is a good window 


will answer in chorus “one 


chandise.’ 
We've been using that answer, gentlemen, 
for generations. 


Luckily for us, nobody has 
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A New Siant On Display 


By JEROME E. WALTER 
The Namm Store, Brooklyn 


then asked “how much merchandise?” If 
direct sales is the measure of good display, 
then we must be prepared to answer in so 
many dollars. If a window $100 in 
salaries, expense, and display overhead, we 
should know how many dollars in direct 
sales should result from that window. That 
if the true measure of good display is 


costs 


is, 
direct sales. 

You will find that 
can spend 7 per cent for all sales promotion 
effort, your $1006 window will have to sell 


assuming your store 


$1,428.57 worth of merchandise to pay for 
itself. Mind you, in direct sales. 

What's wrong? These figures aren't 
wrong. And you know your $100 windows 


don’t produce anything like this amount of 
direct So we must make a revision. 
Maybe the measure of good display is not 
Maybe this pet answer of 
Maybe we had bet- 


sales. 
in direct sales. 
ours is just a bromide. 
ter start thinking. 

If your windows don’t pay for themselves 
in direct sales, we must get something else 
from them. Let's look at this from a fresh 
viewpoint. 

What good are our windows anyway? 

Let us imagine that our store has just 
been built and that it is the first store in 
the world to have show windows. The boss 
takes us downstairs and “John, the 
blasted architect has put over-sized 
aquaria here for some purpose. See if you 
use of them.” And so we, 


says, 


these 


can make some 
being conscientious, decide to give the mat- 
ter some serious study and see if we can’t 
make those windows do a job. No rules, no 
strings of any sort to hamper us, no prece- 
dent to guide us. 

We realize first of all that unlike the rest 
of the store and its fixtures, these fish bowls 
are right out there on the sidewalk. One 
doesn’t have to inside to see them. 
Thousands will these windows every 
day. Thousands of potential customers for 
the store. Those people up to the time they 
enter the store, if they ever do, have no 
idea what kind of a store it is—an exclusive 
shop, a popular-price promotional store, a 


come 
pass 


solid, conservative, homey type of estab- 
lishment, an aggressive wide-awake_ store 
for the modern generation. Are its fash- 
ions daring and imaginative or are they 


almost primly correct? 

The store to them has no individuality, 
no character, no warmth. It is just a build- 
ing of stone and steel. 

What greater value could these windows 
have, then, than to establish a very definite 
Not to sell so many 
hats or dresses, but to sell the store as a 
whole. Not to bring in sales but to bring 
in customers by creating in the minds of the 


identity for the store? 


public a very concrete opinion of the store. 
To do this we must establish a pattern in 
display that is distinguishably ours. We 
must set up a standard and maintain it at 
all times. 
Yet isn't it windows have 


true that our 
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no more individuality than a doug 
Place your display in your competitor's | jn- 
cows and his in yours and no one wou! be 
the wiser. 

There are some exceptions. But p- 
tions, they tell us, prove the rule. TT! is 
another bromide I'd like to delve into ne 
time. 

I know a dozen or more stores whose win 


dows have this quality of individuality. And 
I know other stores that, recognizing supe 
rior qualities of these displays, are striving 
to copy them. This is so obviously wrong 
I will not take the time to point out the 
reasons. 

We need long range planning in our win- 
dows. We must set up a program that will 
project the character of our store to the 
passerby. This program, well executed, will 
build for us a respect and recognition which 
we will never have if we continue to con- 
sider each window a vehicle to sell so many 


sheets or hats or what have you. 

When someone asks you what is a good 
window display don’t answer: “One that 
sells merchandise.” 

Answer with conviction: “One that con- 
tributes its bit in a well planned, long- 


range effort to familiarize the public with 
the individual character of the store. One 
that does its part toward the whole to build 
customer acceptance.” 

Make display a very vital force in your 
store’s operation and you will never have to 
worry about the prestige of the display 
manager. 


New Compression Tacker 
Placed On Market 

Called the “Speedmatic,” a new compres- 
sion tacker has been introduced to the dis- 
play field by Speed Products Company, 37-18 
Northern boulevard, Long Island City, N. Y. 
The device handles heavy gauge, chisel- 
pointed staples from 3/16 to 5/16 inch in 
size and its design is such that staples can 
be driven as close as 1/16 inch to upright 
walls and partitions. Of steel construction, 
the tacker is operated by one hand. An au- 
tomatic reload signal appears on the sid 
when the supply of staples is nearly ex- 
hausted. Literature is available from th 
address given above. 





Display Materials Distributors 
Plan Organization 

At a meeting held in Detroit during th 
convention of the International Associatio! 
of Display Men, three men were selecte 
to complete the organization of a Nationa 
Display Materials Distributors Association. 
Those selected were I. T. Vierheller, Garri- 
son-Wagner Company, St. Louis; Albert 
Bliss, Bliss Display Corporation, New York 
City, and Joseph E. Podgor, Joseph ! 
Podgor Company, Inc., Philadelphia. 
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tn its Tiest 
stages rolled 
aluminum could 
only be pro- 
TE duced in 6 
width. 


LSQQ 


Improvements in 

material and proc- 
esses resulted in a 
step-up to 10" and 


12'' widths. 


1922; 


A period of 22 years 
could 





only advance 
the width of aluminum 
foil to 13" 14" 


widths. 


1330 


New discoveries 





and 
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and im- 





provements stepped up the 
width to a new high of 26”. 


940 


30-INCH 
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ALUMINITE opens up a 








In its present width Bulkley-Dunton 


DISPLAY WORLD 


BULKLEY-DUNTON 


Pioneers 


Maminile 


Knowing the need of American dis- 
play men for aluminum type products 
in greater widths, Bulkley-Dunton have 
used their vast resources to, at last, 
develop a 30 inch width in Aluminum 
Foil and a 94 inch width in Coated 
Aluminum Paper. ALUMINITE is now 
ready for your use in widths practical 
for display purposes. Write for your 


free samples today. 


BULKLEY- 
DUNTON 


& CO. 


) DISPLAY DIVISION 


) New York 
295 Madison Avenue 


Chicago 
217 West Ontario 




















Ldae 


Many produc- 
tion problems 
limited metallic 
coated papers 
to 26" widths. 


hada 


New discoveries re- 

sulted in improve- 
ment of surface 
metallic coating 
processes and step- 
up to 36" widths. 


LISS 


Passage of four years 
brought the width of 
metallic coated prod- 
ucts to a new high of 


40". 


IGF 


Invention and perfection of 


| 


new machinery resulted in 
production of 52" metallic 
coated paper. 


1940 


94 INCH WIDTH 


ALUMINUM FOIL 
IN GOLD, SILVER 


GOLD AND 
SILVER 


Through tireless effort of time and 


field of 


exhaustive use of material BULK- 


LEY-DUNTON developed Coated 


great possibilities for aluminum foil. 








Surface ALUMINITE at low cost. 
The product so long sought by Amer- 
In rolls 94'' wide 


Display men will immediately grasp 


the potentialities opened up by this ican display men. 


new development. by 12 yards long. 
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Display Studio Problems 
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XXIV. SPECULATIVE ART WORK—FOR AND AGAINST 


Our hats off and bouquets to H. W. Mor- 
ton, of the Colemann Lamp & Stove Com- 
pany, Wichita, for his straight from the 
shoulder opinions, as an outsider, on the 
problem of “Speculative Art Work,” which 
recently appeared in columns (June, 
1940) as an unplanned this 
writer's humble but experience-taught con- 
victions on the same subject. While Morton 
“outsider,” unwilling to take sides 


these 


forerunner of 


may be an 
for or against this major studio problem— 
and a review of his theories is evidence that 
he has not done so shows 
that he has a keen working knowledge of all 
the implications that are bound up in this 


I am led to say that if we were 


he conclusively 


moot topic. 
to question 
throughout the country 
of thought, his deductions would be consist- 


aggressive studio operators 


regarding his trend 


ently approved. 

Creative art, of necessity, 1s the mother ot 
modern display. But this cultural 
if we may so speak of it as a business 


same 
assct 
talent in the display 
ently evolved when used purely for specula- 


profession has pres- 
tive purposes into a malignant business sore 
is eating away at 
from 


which slowly but surely 
the profits that 
applied creative art talent. | mean 
to infer by the foregoing statement that 
speculative art is not justified as an operat- 
ing tool in the profession. Certainly it is, 
for there may be cited numerous outstanding 
merchandise and promotional display attrac- 


are gained properly 


do not 


tions of today that have been fostered by 
creative minds with sufficient courage to 
speculate on their merits. But in the same 


breath we can say also that there are count- 
less other mental elaborately 
and expensively depicted on paper and pro- 


conceptions, 


duced in working model form, that never 
see the light of the production day. So 
what? If the idea is good and it sells, then 


all of the speculative art that we can mus- 
ter to round it into presentable condition 1s 
justified. If the idea is not 
fails to impress or accomplish its intended 


SO good, and 


purpose, then the speculation becomes a bur- 
den and must be absorbed by the relatively 
few successful speculations. 

In my opinion, speculative art is solidly 
entrenched in the operation of the commer- 
cial advertising display studio. Aggressive 
competition has forced the issue, and it is 
stay. It is really up to the studio 
management 
when and how to speculate, so that the per- 
centage of lost creative effort can be reduced 
to a minimum. 

Aside from the competitive situation, 
another element, which I shall term 
sonal idea ego,” makes excuses for specula- 
tive art work. All of us in the display pro- 
fession, bound up as we are in creative and 


here to 


to exercise discretion as to 


“per- 


promotional theories, incubate ideas for dis- 
play and merchandising programs. We are 
so sure they are good and are so positive we 
induce advertisers to share our en- 


can 


By HOWARD WILLIAMS, President 
Co-Operative Displays, Inc., Cincinnati 


thusiasm to the point of wanting to use our 
creation, at a price, that we do not stint on 
preliminary art and plan- 
ning in preparing a formal presentation to 
those whom we hope to interest. The writer 
exception to this prevailing 

Often times I had 
which I was satisfied were absolutely 
and display-worthy, fall by the 
with their speculative art consigned to the 
“dead” file. I know that I could have 
avoided the expense of placing some of these 
ideas on paper and in model form if I had 
taken the time to make a personal and inex- 


the expense of 


is no 
instinct. 


ego- 
ideas, 
sound 
wayside, 


have 


now 


pensive survey by talking casually with 
those whom I had hoped would take my 
“pets” on for merchandising or sales pro- 


This 


would have given me the benefit of advance 


motion features. cautious foresight 
opinions, and slants on some perhaps disad- 


vantageous points in my ideas that might 
nullify their practical virtues. 

This experience has taught me the value of 
building up a studio-advertiser relationship 
of the type that demands a minimum of spec- 
Confidence on the part of 


which he 


ulative expense. 
the advertiser in the studio with 
does business is the one business asset that 
will best establish this desirable relationship. 
When the advertiser voluntarily places his 
display or advertising problem with a given 
studio, then the door is open for the studio 
management to negotiate diplomatically and 
arrange to absorb the speculative cost on the 
This can be done either by direct 

[ and design 
work furnished, or by mutual agreement to 


problem. 


compensation for the creative 








COMING UP! 


Labor Day—September 1. 

National Felt Hat Day (tentative) 
—September 14. 

Nationally Advertised Brands Week 
—September 15-21. 

Constitution Week — September 
16-21. 

Constitution Day—September 17. 

National Retail Furniture Week— 
September 21-28. 

Autumn Begins—September 22. 

Daylight Saving Ends—September 
29. 

Moving Day—October 1. 

Loyalty Days—October 5-6. 

Fire Prevention Week — October 
6-12. 

Columbus Day—October 12. 


National Candy Week — October 
13-19. 

National Retail Grocers Week— 
October 21-26. 

Girl Scout Week—October 27- 


November 2. 
Navy Day—October 27. 
Halloween—October 31. 











include a sample or specimen as a tion 
of the cost, under contract terms. \long 
with this relationship, however, the studio 


must also know, and have confidence in, the 


advertiser. I have seen some painiul les- 
sons taught by a few advertising display 
buyers, in instances where they premeditated 
the securing of ideas from reliable studio 
sources, without cost, and then turned to 


other channels for production. The properly 
organized display studio has a definite over- 
head burden in its creative and design tal- 
ent; it must justify this burden by disposing 
of the idea of this talent, not so much ray 
materials and direct labor that into 
their physical makeup, but as helpful ad- 
vertising and merchandising aids. 

I like Morton's “Speculative Plan,” for 
I have found that it does work. Tf all stu- 
dios would employ the tactics of this plan, 
it would not only generally reduce a heavy 
operating expense, but it would institute a 
standard of that would 
come to be recognized, from the advertiser's 
or purchaser’s viewpoint, as a direct effort 


enter 


procedure soon 


to provide creative art and production at a 
lesser but legitimately profitable studio 
cost. 

I am not the 
fide agreement among studios not to submit 
actual art work and samples without being 
guaranteed a certain percentage of their 
In fact, I have long looked upon such 
an agreement, if it could be worked out ina 
practical manner and with reasonable assur- 
ance that it would be generally observed, as 
being the panacea for speculative art ail- 
ments that affect the structure of today’s 
commercial display activities. If there are 
others in the field who are likewise inclined, 
would it not be mutually helpful to work to- 
ward this end? 


averse to idea of a bona 


cost. 


(Editor’s note: The following is a sum- 
mary of the “Speculative Plan” referred to 
above): 


1. An idea that should suit a certain cus- 
tomer dawns on the display studio. Make a 
rough ten-minute pencil sketch. 

2. Call and see the right party in the firm, 
tell him of the idea and watch his reaction, 
get his suggestions. (It helps if you can 
make him think it is his idea.) 

3. Tell him that if he is really interested, 
will make up art work or a sample, 
which is rather expensive, and ask him if he 
would stand part of this expense if the idea 
doesn’t mature into an order. If the customer 
really thinks the idea is 
every instance he will offer to pay for orig- 
inal sample on this basis. 

4. Go ahead on this plan and it will, in 
all prokability, develop into an order and 
there has been no lost time or expense to 
either firm concerned. 

This plan takes a little common 
selling to put it over, but it will work. 
experience proves that it will. 


you 


good, in almost 


sense 


Our 
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Enlist now! Take a picture of every display use in which you employ Lamiluxe. It may be a winner. 


Remember that Lamiluxe is flexible and adaptable to shapes such as columns, pedestals, coves, plateaus, 


fans, and may be had in three surface finishes—plain, pleated or fluted. Furthermore it's available in a 
wide variety of colors. Lasf and most important—it's TRANSLUCENT for beautiful back lighted effects. 


ALL SEASONAL DISPLAY MATERIAL —LOW COST WINS POPULARITY 


Lamiluxe is easy to buy and easy to use. It cuts, folds, scores like paper, and has a perfect surface 


for stencilling, airbrushing, printing or silk-screen processing. 


NATIONALLY DISTRIBUTED THROUGH 
Baltimore, Becker Sign Supply Co. : Duluth, Duluth Display Service Philadelphia, Joseph E. Podgor Co., Inc. 
Boston, New England Decorators’ Supply Co. Ft. Wayne, Acme Quality Paint Store Pittsburgh, Cappy & Co. 
Chicago, Carson Pirie Scott & Co., Whlse. Div. -Los Angeles, So. Calif. Window Display Service St. Louis, Garrison Wagner Co. 
Chicago, Display Paper Products Co. Milwaukee, Artists and Display Supply Co. San Francisco, Herman Tunick 
Cincinnati, General Display Co. Minneapolis, Stilwell-Minneapolis Paper Co. Seattle, Champion Display Material Co. 
Cleveland, Advertising Displays & Decorations New York City, Maharam Fabric Corp. Habana, Cuba, Regil Y Cia 
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E.A.D.M. NeWSs 


of the International 
Men 


administration felt 


1940 convention 
Display 
in many ways. The 
amply repaid for its efforts by the definite 
that existed 
have 


The 


\ssociation of was a success 


good-fellowship 
meeting. We 
of speeches de- 


feeling ot 
throughout the had so 
many for copies 


livered at the convention and so many com- 


requests 


pliments on the educational side of the an- 
nual meeting that we believe the 1940 
speakers program actually was one of the 
We are not patting 
are casting 
Club for a 


strongest ever put over. 
ourselves on the back, but we 
laurels at the Detroit Display 
swell job. 

The only credit that 
is for a financial report 
organization better off than it has been for 


we can justly claim 
which shows the 
years. 

Perhaps it is no longer news for me to 
state that the manufacturers who exhibited 
reported their sales at the convention ex- 
ceeded those of previous conventions. What 
is the reason tor these improved conditions ? 
Don’t you agree with me that the spirit be- 
hind the I. A. D. M. is stronger because of 
a changed policy that moves us to take the 
display field into our confidence and tell the 
world what we are doing? Don't you agree 
that the spirit that impels us to adopt a 
more or less militant policy towards educat- 
ing the retailer to the more profitable possi- 
bilities offered by display—as compared to 
any other type of advertising for each dollar 
expended—is partially Don't 
you agree with me that a fellow should get 
lend his support 


responsible ? 
behind this movement and 
by the very act of being a member and pay- 
ing up his dues? 


The question of National Retail Dry 
Goods affiliation will be taken up in Sep- 
tember by a committee appointed to meet 
the N. R. D. G. A. and 


This committee is com- 


with discuss the 
matter thoroughly. 
posed of three men from department stores, 
one man from a_ utility from the 
installation division so that all branches of 
represented and so 


and one 
our organization will be 
all things can be considered that might be 
beneficial or detrimental to the 
membership of the I. A. D. M. 
an affiliation. 

1 have asked, “Do you think that 
the approval of this affiliation will be 
granted when it is presented to the member- 
is that if it 1s good for 


present 
under such 


been 


ship?” My reply 
the displaymen of this country it will be ap- 
proved. We are certainly approaching it 
the hard way by the appointment made by 
chairman of the board of 
directors, of this committee which 
puts the question up to the Utilities and 
Installation Divisions, neither of which will 
reap the same amount of benefit as the de- 
partment There will undoubt- 
edly be an increased benefit to the utility 
men and the installation men by the 
act of establishing an office to conduct sur- 


Erwin Hiffman, 
ty pe ot 


store group. 


very 


By JOHN L. KING, Managing Director 
Washington, D. C. 


veys in the interests of display. The greater 


benefit will be derived, however, by the de- 
partment store group, which would be stim- 
ulated constantly by current suggestion from 
the N. R. D. G. A. Sales Promotion Divi- 
This, of course, puts two members 


Robert Johnson and Er- 


sion. 
of the committee 
win Hiffman—on the spot for a demonstra- 
tion of open minded and unselfish considera- 
tion of the problem of affiliation when the 
committee for that meets in New 
York in) September. with the 
Commonwealth- Edison Chicago, 
and Hiffman operates an installation service. 


purpose 
Johnson is 
Company, 


been 
will be 


No decision has 
which Chicago hotel 
the 1941 I. A. D. M. convention. This will 
be discussed at the committee meeting in 
New York in September, and Joe McCann, 
president of the association, and | hope to 
visit with the Chicago Display Club some 
will defi- 
nitely decide on the hotel and name the con- 


made as yet on 
selected for 


time in October, at which time we 
vention chairman for 1941. 


Ixperience is a great teacher and contacts 
made at the Detroit convention bring for- 
ward to me facts that I had not considered 
previously, and the knowledge that there is 
much to be done. Naturaliy I would like 
to do the work from. this that 
it is possible to do for any person or group 
within the I. A. D. M. With this in mind 
we have done some good work on display 
budgets that will benefit chiefly the depart- 
ment store displavymen. We would like to 
members 


best office 


service to our 
both installation 
displays. So we 


render a_ greater 


connected with 


utilities 


who are 
work and_ the 
“stick our necks out” and ask what can we 
do for these branches of our industry? To 
this date I have heard no constructive criti- 
cism, and, therefore, invite any one employed 
in either of branches to suggest in 
what way they think it is possible for the 
I. A. D. M. to assist them in their efforts 
for development. If conducting surveys is 
the answer, what do they want to know and 


these 


what questions would they ask in these sur- 
The I. A. D. M. is eager to help in 
every way possible, but can not do much 
for the man that won't and ask the 
questions that he wants answered, or give 
criticism in which he be- 


veys? 
write 


the constructive 
lieves. 

To those displaymen who were lucky 
enough to attend the convention in Detroit, 
back-to-school promotions should be 
and the Christmas should be well in 
hand. The variety of ideas seen at the con- 
vention offered a liberal education to anyone 
connected with the display industry. The 
development of new materials, particularly 
in the plastic group, is remarkable. I was 
particularly impressed with the use made of 
plastics by Walter Grover, basement display 
The J. L. Hudson Company. 


easy 
show 


manager for 


who did not. visit 
the nice things that it js 
pessible for a displayman to do for him- 
self in the way of making attractive fixtures, 
Really, the art of making one’s own rOps 
is a somewhat dangerous one to the display- 
man. It is so easy, in an effort to one: 
mize on expenditures, to develop some 
home-made setting that, in spite of extreme 
effort on the part of the inventor, in the 
eyes of the appears 
and cheapens the prestige of the store. J 
do not mean to discourage the spirit. of 
display genius that flickers in the heart of 
each man who develops a pet idea, but only 
to caution who are 
the art of display presentation to proceed 
with caution and not to allow themselves to 


Anyone 
missed 


these d lays 
some of 


customer amateurish 


those unseasoned in 


be carried away with their own enthusiasm 
over home-made displays to the extent that 
they can not see the weak spots. Ii it’s 
“not so hot,” admit it to yourself and be 
big enough to eliminate the entire setup if 
necessary and put in a straight merchandise 
display rather than show a single weakness. 
Remember that every display that you set 
up puts you on the spot with the public and 
with the boss; it is they and not you who 
make the ultimate decision on whether or 
not it is a good display. 


We hope that since the next I. A. D. M. 
convention is to be held in Chicago it will 
make it many Pacific 
displaymen to attend. Admitting that it is 
a long journey at any time for these men 
to attend the I. A. D. M. convention, it will 
be closer next year than usual. I think it 
would be a delightful and instructive move 
if some of the program features of the 
Pacific Coast Association of Display Men 
conventions were consolidated under one 
roof with the I. A. D. M. After all, we 
are all in the same country and we should 
get together and exchange ideas and tricks 
of the trade to our mutual advantage. The 
Chicago convention offers one of these op- 
portunities. 


possible for coast 


D. M. has offered a prize for 
the best window display entered in a con- 
test for the National Retail Dry (Goods 
Association promotion of National Demon- 
stration week to be held September 16-21 


The I. A. 


Special Metal Fixtures 
Make Their Bow 


A new line of display fixtures has been 


placed on the market by the Green Duck 
Company, 1725 West North avenue, Chicago, 
especially designed for the display of such 
merchandise as drapery materials, oil cloth, 
wall paper, yard suitings, and the 
like. The fixtures are modern in 
made of chrome-plated tubular steel, and 
are available in several Further 
information can be obtained from the com- 
pany. 


goods, 


design, 


styles. 
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are Modern tor 
INTERIOR 


DISPLAY 
SIGNS 

\i4 
oA ath c x p 


manufactures letters of all ma- 
terials . . . any style or depth 
- individual letters or at- 


tached to base mouldings for 
ledge display signs. 


SPANJER BROS. 


NEWARK, 11. J. 
NEW YORK - CHICAGO 





RUBBERLITE MANNEQUINS 


» and style char 





Natural posture yrace, ease 


rn ° 
Tne new Kk npoer to 


Write for details or ask to 
have our salesmen call. 





DURABLE DISPLAYS, INC. 


CHICAGO NEW YORK LOS ANGELES 
2010-2018 S. Halsted St. 4 West 37th St. 4th and Spring Sts. 
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The window poster, whether it is purely fir 

decorative or must contain a selling dis 

an 

message, whether in monotone or full we 

color, regardless of its construction be ce’ 

it applique, fabric, transparency or ” 
paint, must be kept simple to do the 

job! C 
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Especially is this true when the poster Or 

is large and decorative and must ac- ¢ ps 

company merchandise on display. wi 
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Of course, if tho merchandise is pac'- 

aged or very small, or where a ''serv- A 

ice" is being sold, the poster can be T 
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Kalasky Is Winner 
Of Contest 


First prize of $25 has been awarded A. T. 
Kalasky, W. B. Davis Company, Cleveland, 
in the Father’s day window display contest 
sponsored by Men’s Apparel Reporter, New 
York City. Sidney Ring, Saks-Fifth Avenue, 
New York City, and W. Frank Collins, The 
May Company, Cleveland, won second and 
third awards of $15 and $10, respectively. 
Other awards went to E. G. Baugh, Silver- 
Angeles; J. Gosling, Franklin 
Simon & Co., New York City, and V. M. 
Curto, J. C. Penney Company, Lansing. 

Honorable mentions were received by W. T. 
Munford, Thalhimers, Richmond; Guy Mal- 
joy, Ne:man-Marcus Company, Dallas; Dana 
O’'Clare, Lord & Taylor, New York City; 
Charles F. Hart, Kresge’s Department Store, 
Newark, and Sam Blum, Gimbel’s, and Louis 
Villela, B. Altman & Co., both of New York. 


wor ids, Los 


E. W. Pitt Promoted 


By Sherman 
Sherman Paper Products Corporation, 
Newton Upper Falls, Mass., announces the 


promotion of E. W. Pitt from advertising 
manager to sales manager of the display divi- 
sion. He is well known in display and pack- 
aging fields and has been active in association 
work. 

Paul Thompson, formerly research director 
of the F. W. Prelle Company, Hartford, 
Conn., has joined Sherman to fill the position 
of advertising manager. 

A newcomer in the manufacture of display 
materials, The Sherman Paper Products Cor- 
poration at the beginning of 1949 absorbed 
the Dennison Manufacturing Company line of 
corrugated display papers. 


Fall Line Swatch Books 
Released By Columbus 

The Columbus Coated Fabrics Corporation, 
Seventh and Grant avenues, Columbus, Ohio, 
has just issued swatch folders showing the 
firm's new fall line of “Quilted Satin-Glo” 
display materials. Twelve colors, plus gold 
and silver, are included, supplementing the 
series of pastel shades which were well re- 
ceived this spring. Samples are available 
from the address given above. 


Correspondence Courses . 
To Teach Display 

The Enkeboll School of Applied Arts, 
Omaha, has completed a series of correspond- 
ence art courses for displaymen who desire 
to execute their own scenic and decorative 
work. The courses cover the subject in de- 
tail and are said to be practical and easy to 
understand, 


Adds New Courses 
To Curriculum 

J. Allen Bramson, director, The Display In- 
stitute, 3 East 44th street, New York City, 
announces the opening of the fall term on 
September 16 and the addition of courses in 
industrial design and reproduction lettering 


to the present curriculum. These courses 
will he conducted under the supervision of 
Humberto Periera, well-known designer and 
tterer 
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that the Gulawt 


makes displays that really 
PROMOTE SALES 








THE Q2 CUTAWL 


INTERNATIONAL REGISTER CO. 


13 S. THROOP ST. 


Just look at the displays of leading 
theatres, sign shops and display studios 
in your city and you wiil find proof that 
the Cutawl is being used to make sales 


compelling displays. 


The Cutawl, a high speed electric motor 
driven machine, will cut any of the com- 
monly used display materials into de- 
signs cf any size or shape, easily, 
quickly and economically. No starting 
hole is necessary and multiple cuts can 
Either of the 


models shown can be yours at once on 


be made at one time. 


our Easy Payment Plan. 


SEND FOR FULL INFORMATION 


Use the Convenient Coupon 


CHICAGO, ILL. 





INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago, Ill. 


Please send me 
Company Nam> 
Address 


City 


[] Cutawl Catclog and [] 


Easy Paymont Terms. 


Your Name 


Staie 
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Show Cards Can Jerve 
As Silent Salesbeople 


We have never been able to see the slight- 
est sense in show cards which coyly whisper 
their message to the public in such terms 
as: “Shoes, $8,” or “Fall Coats, $29.95.” As 
long as the show card is going to be used 
why not have it do its share of 
The window display is installed to 


anyhow, 
selling ? 
sell, and everything which is a part of the 
should contribute to the total im- 
pression. To use tepid window posters is 
no more sensible than to make up a news- 


display 


paper advertisement bearing only the words, 
“Hats, $7.49.” fails to impress the 
shopper, hold her interest, and get over a 


Each 


message. 

It takes only a bit of extra thought to make 
show cards literally “silent salesmen.” The 
addition of a selling phrase or two, an illus- 
tration, thoughtful use of color—each can 
mean the difference between a card that falls 


~ 


gy 
ce 


> 
i. 


By CHARLES PELLER 
Knight's, Okmulgee, Okla. 


And 


then 


flat or one that helps ring up sales. 
when these elements are combined, 
you've got something! 

It is for that reason that we have a great 
deal invested in our display card department 
here at Knight's. We've found it a good 
investment and the department is regarded 
We have learned that good 
show cards are truly “salespersons” in the 
promotion of sales items and so on. But we 
don't stop there. Our rack cards also get in 
their share of the good work; they don’t just 
say “Special, $10.95’—but they have color, 
layout, copy and illustrations that tell the 
customer something in which she is inter- 
This idea is even carried out in the 


as a paying one. 


ested. 
price tags—making three approaches to the 
shopper via thoughtful cards: in the window, 
on the rack, and on the garment. 

In the group of cards pictured here it will 


fairest dream: 


be readily noticed that the writer S$ a 
card writing machine, air brush, hand |ctter 
ing, and anything else that seems to (it in 
with our policy of saying something on cyery 
card. Layout is varied enough to be inter- 
esting and color is given a big part in mak 
ing the cards dramatic. We feel that drama 
is a necessary element in any card, ju 
in displays themselves. As 
aptly said, “Show cards are simply di 
in miniature and should be just as imy 
sive on a smaller scale.” 

And so we try to keep our cards out of 
the ordinary through layout, pictorial effects, 
color, price, and—above everything else, per- 


someon 


haps—by making absolutely certain that they 
are so worded and designed that they make 
the prospective customer read them and _ in 
turn inspect the merchandise to which they 


refer. 
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ODI 
The Original 


NoSeam 


107 Inches Wide — 84'4 Inches Wide 


Full line of Fashion Colors meeting every display 
requirement. Carefully selected by a leading 
stylist. Sample swatches of latest colors now 
available. 








Winter Frost 





NEW CHRISTMAS CREATIONS 


\ \/ / Designed by a well-known artist — nationally 


* 4) \ known creator of outstanding background effects. 


e/ ( STOCK NOW AVAILABLE 


Order Now for Later Deliveries 


TINSEL REINDEER GLITTERING STARS 
TINSEL BELL METALLIC 
TINSEL STAR NO SEAM 
TINSEL STAR METALLIC 


Christmas Metallic Ribbon and Bell 


Direct Postal Wire DWG, New York 





25 








Crystal Mountains 





Christmas Metallic Holly 


The capacity of our Processing Division has been increased to accommodate specially designed No Seam and Foil Panels. 


COY, DISBROW & CO., INC., 686-690 Greenwich St., New York, Nv. Y. 








MECHANICAL MAN INC., 745 5th Avenue, 








He— 
Talks 
Sings 
Laughs 
Shakes Hands 


Turns head— 
Greets the 
Kiddies by name— 





Answers Questions 








SELLS MERCHANDISE 





Height—5 feet 
Weight—100 lbs. 
Life-like Motion 


Reg. U. S. Patent Office 








MECHANICAL SANTA... MAKES HIS BOW! 





Reg. U. S. Patent Office 


Automatic Operation Or Remote Control 
The Mechanical Santa is mysterious—and timely. Available for 
Xmas Season rental —_—_—(Thanksgiving to Xmas). 


Write for Particulars 


New York City 


MECHANICAL “MAN-a-kins,” for—Point-of-Sale Display 





——— 
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Beauty On D 


By BARBARA BAER 
New York City 
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In the World of Fashion building at 
New York World’s Fair, 1940, the fac 

ties of display are put to fascinating uses 
in Helena Rubinstein’s booth—known as 
“Beauty of Tomorrow.” The booth, whi 
was designed by Ladislas Medgyes, 1 
French architect and display directcr at 


Helena Rubinstein’s, is especially; worthy 
of note since it stands in the center of the 
vast and very beautiful hall of the building 


and vet preserves an integrity and loveliness 
all its own. 

To a large extent, this was accomplished 
through the construction involved, doubling 
the visible surface by its open effect. From 
the outside one looks inward, following the 
outward circular shape of the booth. Over- 
head is a large silken canopy, giving height 
to the whole exhibit. The lighting adds con- 
siderably to this effect. Four-way lighting 
troughs throw light not only on the inner 
portions of the exhibit and on the make-up 
tables, but also on the glowing plastic letters 
without, and finally upon the canopy—giving 
the latter a softly glowing, mother-ot-pearl 
effect. 

Medgyes, in planning the color scheme, 
felt that with so much color in the fair as 
a whole it would be better to select one dis- 
tinctive shade and adhere to it.  Conse- 
quently he picked copper-cream; carried out 
in this one color, the booth resembles an 
enormous pearl, open in the center. 

The Helena Rubinstein window displays 
on Fifth avenue are being handled with the 
same ingenuity as her booth at the World's 
Fair. Outstanding among recent displays 
were two shown here—the first featuring 
a new health and beauty drink, Celestins 
cocktails. The background was done in 
light green, with a green and white sketch 
of two figures seated at a table. There was 
an opening in the upper right background, 
through which was visible a scene at Vichy 

tthe letters being lightly painted on thin 
net stretched across the opening. The sketch 
of fruits and vegetables on the background 
merges with the artificial and real articles 
on the slanted flooring. 

The third photograph shows a_ seated 
model on a sand-colored beach before a 
painted ocean and sky background. The 
window is masked off, close to the glass, 
by wall board which was cut away in the 
form of a sun—the opening being covered 
with amber-colored Pliofilm. The featured 
merchandise was “Liquid Sunshine”—a sun 
tan preparation. 

Other displays, not shown, included a win 
dow based on the “Harlequin period” ot 
Pablo Picasso's work—using costumes, but 
no bodies, to portray the scene. Another 
display was for “Life Red”—sliding panels 
disclosing in succession four living models 
in the same poses and apparel as_ four 
magazine-sized photographs on the back- 
ground; incidentally, this violated the Fifth 
Avenue Association’s rule against live 
models for window display. 


1949 
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Mileo’s Mannequins 


KNOW HOW TO WEAR CLOTHES! 


--because their bodies are anatomically accurate! 


There’s life and real “stop and 
look” interest in any apparel win- 
dow that’s displaying clothes under 
Mileo’s “new faces.” Whether 
your schedule calls for bathing 
suits or furs, tots or teen-agers, 
you'll know that you’ve got your 
garments shown at their best when 
they're worn by Mileo’s men, 
women, and real American boys 
and girls. In paper or composition, 
featuring flexible waists. 


Write Today for Photos 


Left: 3G Junior 


P. C. Mitzo 


7 W. 36th St. Sar aves New York 
CREATOR SINCE 1900 











DIANA (patent applied for) Card Frames (22’'x28"’) 
hook on to these attachments instantly, are read- 
able from two sides and effect a neatly tailored 


interior. 


DIANA (patent applied for) Interlocking Bars (illus- 
tration in our catalog) for attaching any decorative 
treatment instantly to the column, are hooked on in 
the same manner as the card frames. 


Catalog on request or samples on memo charge 
to reliable firms, by paying two way transporta- 


tion charges. 


DISPLAY PRODUCTS CO. 


3944-46 OLIVE ST., ST. LOUIS, MO. 








@PATENTS PENDING 
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Timely Display Ideas... 


By JAMES KILEY === 








—Drawing "'A' shows a setting for feminine millinery for autumn. The 
window is boxed in with a decorative wall board or fir plywood border, 
close to the glass. This border is decorated in nut-brown, with yellow 
edging. The window background is done in peach and yellow stripes, with 
the platforms and giant mirror in brown and chartreuse—the latter's 
yellow cast going well with a fall theme of brown. The glass in the 
mirror can be simulated by a sheet of metallic paper—preferably bronze. 


Note the white silk rope edging around the platforms— 


—"B" is a unit for the display of men's evening wear accessories. The 


three cut-out figures tell the always-effective ''Going Places" story. Note 
the top-hat shape of the built-up fir plywood displayer on the right— 


—''C"' is a setting especially designed for sporting goods, but very useful 

for practically any kind of fall merchandise. The football player is o 

separate cutout attached to the center panel. The goal posts are made 
of |-by-2-inch lumber— 


—'"D" is a drawing of a ledge or window unit for the showing of the new 
fall colors in ladies' hose. The two figures put over the eye-appeal idea 
at a glance— 




















'D) f HOSE FORMS 


ON THIS SHELF 
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"Better Display Week" 
|; Planned 

The week of August 18-24 will be known 
as “Better Display Week” in Cincinnati by 
oficial proclamation of the mayor. De- 
signed to make the city more display-con- 
scious, the promotion is sponsored by Co- 
Operative Displays, Inc., which has ar- 
ranged a series of seven 15-minute broad- 
casts on the subject over radio station 
WSAL. 

\mong the speakers will be Roy Durstine, 
Roy S. Durstine, Inc.; Tom Kiphart, Fifth 
Third National Bank; Edward Hodgetts, 
Cincinnati Gas & Electric Company; M. L. 
Krautter, The Crosley Corporation; Howard 
Williams, Co-Operative Displays,  Inc.; 
Cogswell Cromwell, H. & S. Pogue Com- 
pany, and R. C. Kash, editor, DISPLAY 
WORLD. 

Newspaper advertising is also being used 
to promote the “Week,” and the Cincinnati 
Gas & Electric Company is to award plaques 
in a display contest for local stores. 


Shulton Announces Awards 
In Display Contest 

Awards have been made in the second na- 
tional window display contest conducted by 
Shulton, Inc., on Early American Old Spice 
men’s line for Father’s day. Due to the ex- 
cellent response received, the company has 
decided to establish such a contest as an an- 
nual custom. 

In the department and specialty stores 
group, first prize of $300 was awarded to N. 
B. Nichols, J. N. Adams & Co., Buffalo. Sec- 
ond prize of $200 was won by Robert Cain, 
assistant display manager, The Emporium, 
San Francisco; John A. Betz, Gladdings, Inc., 
Providence, was given third prize of $100. 

In the drug store group, $300 was awarded 
F. D. Jackson, Ford’s Drug Stores, Inc., Cum- 
berland, Md. Second prize of $200 went to 
F. G. Madole, W. B. Stevens Pharmacy, 
Oconomowoc, Wis. Achorn’s Pharmacy, West- 
port, Conn., won third place and $100. 


“Flexture'" To Be Handled 
Through Goodman 

The Goodman Flexible Sleeve Form Com- 
pany, 19 West 34th street, New York City, 
has announced its appointment jas distributor 
for the display field of “Flexture,” a knitted 
metal wire which was introduced to display- 
men some time ago and which has been used 
extensively in windows and interiors. The 
material is flexible and can be sprayed as 
desired. Literature can be obtained from 
the company at the address given above. 


International Register 
Sponsors Contest 


\nyone who uses a Cutawl for any cutout 
work is eligible for the prizes being offered 
by International Register Company, 13 South 
Throop street, Chicago, with a first, second 
and third award for each of six divisions. 
First prizes in each case will be either mer- 
chandise valued at $50 or $25 in cash. A 
special registration form necessary to enter 
the contest can be obtained direct from the 


conipany, 
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CRESCENT 
Quali 
BOARDS 






MY TESTS VERIFY THAT 
lOO SERIES 


ART POSTER BOARD 
HAS A SPEEDY 
WORKING SURFACE 


FOR BOTH PEN 
AND BRUSH... 


RIGIDITY WiTH 14 PLY 
LAMINATED MIDDLE _. 


MODERN AND UNUSUAL 
COLOR VERSIONS... 


--- AND PERFECT 
ERASURE QUALITIES. 


| HEARTILY ENDORSE 
THIS NEW BOARD 























CHICAGO CARDBOARD COMPANY 


666 Washington Blvd. Chicago, III. 


For Sale by Kading Disbribulors-Ererywhtté 











onderland Trees 


Natural Evergreens in Beautiful Colors 


These trees are Michigan White Pine and Norway Scotch Pine in a 
wide range of sizes from 3 feet to 12 feet high. 


They are available in beautiful color combinations, including Brilliant 
Gold Bronze, Brilliant Silver or Pure White. Also in water color com- 
binations for special decorative purposes. 


GUARANTEED to stand up for five or six months without shedding 
needles. That is why they are superior to any natural evergreens ever 
offered for display use. They provide a decorative medium of unexcelled 
beauty and dignity at reasonable cost. (Distributed nationally—except 
in Michigan—by Adler-Jones Corp., 521 So. Wabash Ave., Chicago.) 


Write at once for Full Information 


LAKE SHORE TERRACE CORPORATION 


190 Monroe Ave. - - . - - Grand Rapids, Mich. 



















You spend good 


7 7 ARDBOARD oney for adv 
SNOW FLAKES money Vor adver 
FOR CHRISTMAS DISPLAYS »» EASELS ouster. merchan. 
Write for Samples and Prices Today is economy to use the Stand Pat Easel, with 
special lock feature which insures it against fall- 


GENERAL DISPLAY CORP. ing down and relieves the strain the ordinary 


Cosew tower Cincinnati, O easel encounters. The Stand Pat Easel will out- 








live your display card. Write for samples today. 





Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 
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Now That Fall Ils Near= 
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—Looking for tested ideas for men's wear display for autumn? These 
six windows rang the bell for their respective stores. . . . Left column, top, 
by W. L. Wardrip, Hahn Shoe Company, Washington. "No hunting... 
necessary" dramatizes heavy types of leathers and shoe construction suit- 
able for rough weather and rough fall suitings. . . . Center, by George H. 
Wagner, J. L. Brandeis Company, Omaha. . . . Below, by A. T. Kalasky, 
The W. B. Davis Company, Cleveland. . . . Right column, top: by Lester 


THE SHOES WITH 
CUSTOM LOOK! 


ANTIQUED 
HAND - STAINED 


THAT BURNISHED 





AMERICA TEAM 


“e 


«= otS 


Greenberg, Brooks, Los Angeles. Warm brown is the color key-note. The 

background photographs were made from famous paintings and reprinted 

in sepia on transparent film, then tinted in actual colors. The pictures 

are mounted over metal shadow-boxes, lighted from the rear. . . . Center, 

by Irvin Riga, Potter Shoe Company, Cincinnati... . Below,.by Fred Rude, 

Baskin, Chicago, making clever use of the annual Collier's All-American 
football selection— 
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To waree- ufo Appetites 
and Ug Ufl Profits... 


Ask anybody in the food business — 
it pays to display “impulse items.” 
The man who walks up to a counter 
for a cup of coffee is more likely to 
double or triple the size of his check 
when he sees a tempting array of cut 
pies or cakes, appetizingly displayed 
and protected in rigid, transparent 
Vuepak. Likewise, such a novelty and 
high-profit ‘impulse item’’ as an English 
Muffin has its chance for added sales 
when shown and safeguarded in Vuepak. 

Isn’t there a moral here, too, for 
“impulse items” far from the food field? 
After all, cigars and candies sell faster 





in Vuepak. The same is true of towels, 
shirts and women’s dress trimmings. 
True again, for countless other prod- 
ucts...including, probably, something 


you make. 


It’s worth looking into — this wide- 
spread swing to Vuepak for a multitude 
of packaging and display purposes. For 
information and names of capable 
Vuepak package and display fabricators, 
inquire: MONSANTO CHEMICAL CoM- 
PANY, Plastics Division, Springfield, 
Massachusetts. District Offices: New York, 
Chicago, Detroit, Birmingham, St. Louis, San 
Francisco, Los Angeles, Montreal. 





MONSANTO PLASTICS 


SERVING INDUSTEY.. 


-WHICH SERVES 


MANKIND 





TRADE MARK 


= 





Pictured above are 
two successful Vuepak displays: 


Left) A bakery goods display unit, 
designed by Tenflex Products Corpo- 
ration, Los Angeles. Pies, cakes, salads, 
desserts can be easily seen through 
walls of rigid, transparent Vuepak. 


(Right) The Thomas’ English Muffin 
dispenser, produced by Design Center, 
Inc., New York City, exposes only 
one muffin at a time, although its 
entire contents are easily visible 
through the Vuepak side. 





























Now! The smart- 

ness of super-sized 
: | flutings—with the 
extra height so necessary in modern dis- 
plays. Photographs (above) suggest the 
classic beauty of this new corrugated... 
deep graceful curves structural uni- 
formity . . . full 6-foot heights. But you 
must see Nu-Curve to appreciate its true 
beauty and tremendous possibilities for 
distinguished displays! 


8 SATIN-SMOOTH COLORS! 


Nu-Curve brings you 8 soft tones... ideal 
for background and extensive use. These 
distinctive colors, plus the architectural 
simplicity of Nu-Curve, will suggest many 
unusual display ideas to help you create 
outstanding settings. 


FREE SAMPLES AND COLOR GUIDE 


Get samples . . . discover for yourself the 
beauty of Nu-Curve . let it help you 
create new ideas. Samples and color guide 
will be sent you without cost, without 
obligation. Just pencil your name and ad- 
dress on the bottom of this advertisement 
or on a postcard and mail to us today, 
(Dept. D8) 


SHERMAN PAPER PRODUCTS 


CORPORATION 


NEWTON UPPER FALLS MASSACHUSETTS 
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Good Position Open 
For Displayman 

DISPLAY WORLD has received the fol- 
lowing letter, too late to include in the Op- 
portunity Exchange, which should interest 
someone looking for a good job. Coming 
from the Board for Vocational Education 
of a Midwest state, the letter reads: “We 
are interested in securing a man, 30 to 45 
years of age, with a good educational back- 
ground, who can teach display and card 
writing to smaller merchants as a part of a 
state-wide retail training program. This 
man should be free to travel throughout the 
state and should be able to sell himself and 
his subject as he goes along. We will pay 
him a good salary and his job will be com- 
paratively permanent.” 

DISPLAY WORLD will be glad to for- 
ward letters from any interested persons. 


Fluorescent Showcase Units 
Announced By Electro 


The Electro Manufacturing 
Chicago, has announced a compact fluores- 
cent unit for the illumination of showcases, 
under the name “Fluor-O-Master.” Trans- 
former, starter, and other mechanical acces- 


Company, 


sories, which usually must be housed in a 
separate box and attached to the wall or side 
of the case for this type of lighting, are 
built in for the new unit, which is supported 
within the case by a bracket. The fixture 
is made in two sizes, 26-inch and 48-inch, 
and is finished in satin chromium. The fix- 
tures can be placed end-to-end for continu- 
ous strip lighting. 


Beaumar Jaimes Joins 
Kerr Dry Goods 

Formerly with Gimbel Brothers, New 
York City, Beaumar Jaimes has joined Kerr 
Dry Goods Company, Oklahoma City, Okla., 
as display manager. going with 
Gimbel Brothers, Jaimes had been display 
manager for Franklin Simon, also of New 
York City. 


Before 


New Cutedeans Issued 
By Coy, Disbrow 

Smart materials for the new season are 
featured in a new catalogue just released by 
Coy, Disbrow & Co., Inc., 686 Greenwich 
street, New York City. The items covered 
range from rigid fabric through seamless 
background papers, foils, and mammoth 
tubes. Copies are available on request. 


6 E. Lake St. 
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Give Your Store Rea 
Patriotic Atmosphere 


“God Bless 
America’ 


BANNERS 


x Get your displays in 
step with the times 
with these beautiful 
and decorative ban- 
ners. Made of spe- 
cial gleaming White 
Satin. Styled for Win. 
dows, Backgrounds, 
Store Interiors, Col- 
umns and Post Dis- 
plays. Is sure to add 
tone and quality to 
any display. 


Gop BLESS 
\ AMERICA °/ 











Has Gold Fringe, Cord, Tas. 
sels and Wooden Rod with 
two Gold Spear Points, 
Ready for hanging. 


Size 12”x18” 
50c each 
Size 41x54” 
$2.50 each 


“The House of Service” 


FABRIC CORPORATI role 
Complete Line of Display Fabrics & Accessories 


NEW YORK—130 WEST 46th STREET 


Chicago St. Louis Los Angeles San Francisco 
915 Olive St. 819 Santee St. 830 Market St. 








LOOKING FOR SOMETHING NEW 


Manufacturers of Manikins— 
DISPLAY ACCESSORIES Please Check \/ 
Item Interested :— 

FLEXTURE (A Snakelike metal wire) 

;oodman Illusion Manikin Heads 

soodman Tilted Coat Forms 

;oodman Patent Flexible Sleeve Forms 
;oodman Flexible Art on Plastic Displays 
;oodman 14 Color Interchangeable Frames 





Goodman New Speedmatic Display Tacker $6.50 
Box of 1000 ('4-inch Staples) Free with each tacker 
Goodman Guaranteed Display Turntables 
If you do not find the above catalogued 
with our authorized fixture houses 
Write direct to 


GOODMAN 27, COMPANY 


“Unusual Distlay Equipment” 
19 West 34th St., New York, N. Y. 
Literature and Samples on Request 

Distributors Wanted 





— ONG 
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Sell With MOTION 


If you want to sell displays ... animate them. 
Add to their selling power with motion—motion 
that forces attention, that tells more, that dem- 
onstrates, emphasizes, stages and explains... 
that assures larger audiences, better spots and 
longer showings. 

Speed Way is Animation Headquarters 

For the manufacturers of displays, SpeedWay 

provides: 

(1) An extensive line of dependable 110v back 
geared, flea powered display motors and 
mechanisms. 

(2) 110v animation units (pendulum units) as 
low as 50c each in quantities. 

(3) A complete line of electric display turn- 
tables (skeleton or housed, 2 lbs. to 500 lbs. 
capacities). 

(4) Free Technical Service to display men. 
SpeedWay animation experts work out the 
most practical way to obtain specific mo- 
tions, speeds, synchronization, packaging, 
etc. 

Animation makes displays easy to 
sell . . . makes them profitable to 
buy. Write for new Animation 
Manual and Motor and Turntable 
Catalog Sheets. 


and Mig. Co. 
1839 S. 52nd Ave. 
Cicero, Ill. 
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DISPLAY WORLD Editor 
Plans Extensive Trip 

R. C. Kash, editor, DISPLAY WORLD. 
will leave Cincinnati August 26 on a 7,000- 
mile trip through the Midwest, Northwest, 
Pacific coast, Southwest, and Southern 
states. The purpose of the trip is to observe 
display trends in the territory mentioned 
and to fill speaking engagements before dis- 
play groups in a number of cities. The 
itinerary includes the following: 

St. Louis, August 27; Kansas City, Au- 
eust 28; Omaha, August 29; Denver, Au- 
gust 30; Salt Lake City, August 31; Spo- 
kane, September 2; Seattle, September 3; 
Vancouver, September 4; Portland, Septem- 
ber 7; San Francisco, September 8; Los An- 
geles, September 10; El Paso, September 14; 
Fort Worth, September 16; Dallas, Septem- 
her 16: Houston, September 17: New Or- 
leans, September 18; Birmingham, Septem- 
ber 19; Atlanta, ee 20. 


Column Bracket Units 
Solve Problem 

The vexing problem of supporting column 
decorations, cards, ete., apparently has been 
solved by a new device introduced by Dis- 
play Products Company, 3944 Olive street, 
St. Louis. Known as “Diana” column bracket 
units, they are constructed from chrome- 
finished brass and steel and are said to be 
able to support weights comparable to the 
strength of the attached construction. They 
can be applied to hollow tile er metal lath 
as well as to solid walls. Literature show- 
ing their actual use and the method of in- 
stallation is available on request. 


Barbey Joins Meis, 

Terre Haute 

Announcement has been made of the ap- 
pointment of Robert Barbey as display man- 
ager for Meis Brothers, Terre Haute. He 
was formerly with the Jefferson Dry Goods 
Company, Louisville. He will be assisted 
by Sam Ringla. Barbey replaces O. E. 
Johnson, who resigned to become display 
manager for Wolf-Wile Company, Lexing- 
ton, Ky. 





Develops Santa Figures 

For Coming Season 

Life-size Santa Claus figures, completely 
animated, are being introduced Dy The Me- 
chanical Man, Inc., 745 Fifth avenue, New 
York City. The figures combine talking fea- 
tures with remote manual control so that 
Santa addresses individuals by name, an- 
swers questions, shakes hands, and so on. 
Literature is available. 


Sheehy Now With 
Morton Coy 

Ralph Sheehy has resigned as display 
Manager for Hills, McLean & Haskins, 
Binghamton, N. Y., to accept a similar posi- 
tion with Morton Coy of the same city. 





Doris Kent Heads 
Russeks Display 
Miss Doris Kent, formerly with- Carson 
Pirie Scott & Co., has been placed in charge 
ol advertising and display for the new Rus- 
seks store just opened in Chicago. 
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Sensational New One Hand Stam 
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Drives staples within 
1/16 inch of uprights. 


Reload signal in view 
when almost empty 






Movable stabilizer holds 
Speedmatic steadier 





Features the 


WIDE OPEN, NON-JAMMING STAPLE CHANNEL 


When loading latch is pressed, magazine can be swung open wide, 
leaving entire staple channel at your finger tips. Gives fast loading 
and split-second removal of any 
non-feeding staple. No inacces- 
sible chamber! No mystery! No 
time out for “jam” repairs! Just 
open up and push through any 
troublesome staple. 





Loads 3/16", 1/4", 5/16" Chisel Pointed Staples 


Speedmatic staples are of heavy gauge high-carbon steel wire, accurately formed 
with chisel points for deep driving. They are interchangeable. All sizes packed 
5000 in box. Also Pocket Pack of 1000 in 1/4” size only. 


For complete details on this all-steel, guaranteed compression tacker, write 


PRODUCTS CO. =222> conc 'stano cinv. nv 








‘ee As 4H hy Magic . 2 


. thousands of Advertisers are reducing costs, and increasing 
Display and Exhibit effectiveness by using Photographic Reproduc- 
tions in Eye-Catching Sizes . . . so real and alluring, that beauty 
and value become living qualities. 


ePHOTOGRAPHIC eBLOWUPS 
eTRANSPARENCIES e¢MURALS 


BLACK AND WHITE, SEPIA, HAND-COLORS 
MAIL YOUR ORDER OR INQUIRY TODAY 





————————————————————— 
MELOY BROS., INC. SHELBYVILLE 
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Point-of-Sale Gallery... 
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| OLD SCHENLEY Hf ony SCHENLEY 


FOR THAT MODERS 
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> MARVELOUS 


BD he codes 


| DISTINGUISHED. 


for SERVICE 


OF NATIONAL DISPLAYS =—=—_—_t 


—The beauty of A. T. Cross 
pencils is enhanced by g 
cover of Monsanto "Vuepak" 
in this new display—besides 
showing the pencils to best 
advantage, it affords protec. 
tion from dirt and pilferage— 


—Old Schenley's new fivo. 

bottle theft-proof counter 

display is 24 inches high and 

is finished in red, white, and 
black— 


—Good photography, good 
typography, and an_ ingeni- 
ous “Lumarith'" container 
which seems suspended in 
mid-air gives this Kurlash 
unit the elements of a good 
point-of-sale display— 


—The testimonial form of 
advertising is used in the 
Granger smoking tobacco 
display. Reproduced by Ein- 
son-Freeman Company, Inc., 
Long Island City, N. Y— 


—Four girls, typed by the 
color of their eyes, are the 
drawing cards in the Richard 
Hudnut unit. In the large 
cutout the girls are on four 
planes, cleverly slanted when 
the easel back of them is set 
in position. Designed and 
lithographed by Ketterlinus 
Philadelphia— 


—Sealtest, Inc., uses this dis- 
play to capitalize on the 
wave of "vitamin advertis- 
ing." Lithographed in four 
colors by The National Proc- 
ess Company, New York City 
from designs by Jefferson 
Tester, Inc., of the same 
city— 


—Dogs rate high in adver- 
tising value and the Hanley 
display takes advantage of 
the universal "pull of o 
playful pup. In full color, 
the unit was created in col- 
laboration with Harold H. 
Cabot, Boston, and repro- 
duced by Einson-Freeman— 


—The Kelly copy tells the 
story in three words—' Dis- 
tinguished for Service. !n 
two planes, the background 
bears a reproduction of © 
Kelly Springfield tire. De- 
signed and reproduced by 
Einson-Freeman— 
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England To Give Display 
"Place In The Sun" 


Our London correspondent writes, as of 
luly 17: “You will be interested to know 
that the Ministry of Information is definitely 
sponsoring display for use on the Home Front 
Once a fortnight all the big stores are putting 
in special displays to express a theme con- 
nected with the war effort. The one which 
appears this week is devoted to the navy. 
The Ministry is supplying photographic blow- 
ups and posters, leaving it to the displayman 
to do the rest. The next theme in a fort- 
night’s time will be ‘The Empire.’ 

“These displays appear all over the coun- 
try, and those of us who know what display 
can do readily assess the value of this pub- 
licity.” 

Another letter continues: “You will be 
interested to know that store displays over 
here are being extensively used to express 
the British war effort, and through this a lot 
of interesting material is being produced. 
For example, there are big photographic 
enlargements of war scenes, pictures of 
national leaders, and such like issued. 

“I believe some of this material might be 
made available to American stores if they 
cared to use it. Do you think they would be 
interested and would like to have such ma- 
terial to show in their windows? If so, and 
if they will communicate with you, I will be 
glad to see what can be done about getting 
it for them.” 


$1,000 Display Contest 
Planned For Flexees 

Details of a Flexees window display con- 
test, with $1,000 in cash to be awarded to dis- 
play directors participating, have been made 
known by Mack Kahn, president, Artistic 
Foundations, inc. The event is scheduled to 
be held as a feature of “Flexees Fashion 
Fete,’ October 1-10, at which time retailers 
throughout the nation will be invited to par- 
ticipate in this promotion aimed to stimulate 
tie-ups between the ready-to-wear and corset 
departmenés. 

Thirty-seven prizes, including a_ special 
grand prize, will he made. The country will 
be divided into the twelve federal reserve 
districts, with stores within each area com- 
peting. A first and second prize of $50 and 
$25 is to be selected from each area, with the 
first prize winners then competing for the 
national prize of $100. 

Details of the contest will be sent to those 
addressing Display Contest, Artistic Founda- 
tions, Inc., 417 Fifth avenue, New York City. 
Entry photographs must be postmarked not 
later than October 15 in order to be eligible. 
Winners will he announced as soon thereafter 


as possible. 


I 


Headquarters Transferred 
To Los Angeles 

The Selectroslide Company ot America 
announces a tranfer of national headquarters 
to 8630-32 Sunset boulevard, Los Angeles. 
Branch offices of this company have been in 
operation in New York, Chicago, Phila- 
delphia, Washington, Baltimore, Hartford, 
San Francisco, and Portland for some time. 
The company acts as national distributor 
for the Selectroslide, an automatic projector. 

















DISPLAY WORLD 35 


Nothing Better for 
Christmas Displays 


SE Upson REDIPREP Panels for striking, atten- Her2 ar> some other features 
ticn-getting displays this Christmas! of REDIPREP Panels you will 
like: 


Rediprep is available in many bright holiday colors, 
including Gold and Silver, Holly Berry Red and 
Emerald Green. And, of course, there’s Cobalt Blu> 
—in'roduced last Christmas—a popular newcomer 
to the popular Upson Rediprep line. @ Diversified uses—for signs, cut 

outs, small or large displays, etc 


@ Ready-to-use—-ready for imme 
diate lettering or decoration. 


Rigid and durable, Upson Rediprep Panels are ideal 
for serviceable, colorful Christmas signs and dis- @Uniform surface —no streaks, 
plays. Use Rediprep this year! sags, drips or ble-nishes. 


ALL COLORS COMMERCIALLY FAST TO LIGHT! 





D.W. 8-40 


4 
i 
THE UPSON COMPANY, Lockport, N. Y. 4 
Please send sample of Upson REDIPREP and 
folder which shows Christmas colors. i 
4 
' 
Name ' 
' 
' 
Compiny : 
' 
Address : 
‘ 
AJ 





All - OWL DIMENSIONAL PLAQUE 


SIZE 18 IN. X 14!. IN., HEAVY DISPLAY BOARD 
PROCESSED IN FOUR COLORS 
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THE REYBURN MANUFACTURING CO., INC. 


NEW YORK PHILADELPHIA CHICAGO 


















Title Registered U. S. Patent Office 


Combined with 
MERCHANTS RECORD AND SHOW WINDOW 
Issued on the Fifteenth of Every i atelakial by 
THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohi 
H. C. MENEFEE, Pr 
NATHAN SILVERBLA 
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OUR PLATFORM 


The Development of Window Display Adver- 
tising. 

More Display Cooperation by Manufacturer 
and Merchant. 

. Advancement of the Display Service Business. 
Practical Service to the Display Profession 
and Industry. 

Appreciation of Display's Power in Merchan- 
dising. 

Absolute 
Columns. 


Our Editorial 


Independence of 
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No. 2 


VOL. XXXVII 


Editorial 
Potpourri 

Most store managements don't mind going 
their to serve the public, and 
hence it is surprising that many 
Any 
enough windows so that an occasional non- 
display will not affect sales 
can profitably use institutionals from time 
to time. They are builders of good will and 
create word-of-mouth One of 
the best tie-ups of the year will soon make 


out of Was 
stores use 
so few institutional displays. firm with 


merchandise 


advertising. 


its appearance in connection with Fire Pre- 
vention scheduled for October 6-12, 
and a more worthy event would be difficult 
to find. In case you're interested in plan- 
ning a display for this 
some figures which can be interpreted easily 
through During the past 
10,000 lives were lost as the result of 


wee k, 


subject, here are 


displays : vear 
about 
while 
their 
year 


fires, most of such deaths occurring 
the individuals 
homes; the total fire 
was $265,000,000 ; 
fires, with the number started by 
tor: smoking, 90,000; defective chimneys or 
flues, 54,000; sparks on roots, 63,000; elec- 
trical, 47,500; lightning, 36,900; 
74,000. The display work out for 
Fire Prevention 


were in 
for the past 
frequent causes of 


concerned 
k mS 
most 


each tac- 


unknown, 
you may 


week may save a dozen 


lives! Interest 
on the question of whether or not the Inter- 
national Association of Display Men shall 
afhliate with the National Retail Dry Goods 
Association. DISPLAY WORLD 


ceived a number of letters on this question, 


seems to be increasing 


has re- 
with those in favor of the merger running 


It seems rather plain that 
such a move would be the biggest thing the 


about six to one. 


association could do at the present time and 
that under the benevolent protection of the 
NN: RD; G, 


liited to a new high in recognition and given 


\. display in general would be 


DISPLAY WORLD 


a big opportunity to show its mettle. The 
committee appointed at the Detroit conven- 
tion will meet in New York City next 
month to discuss the matter with representa- 
tives of the N. R. D. G. A. and it is to be 
hoped that their report to the members oft 
the I. A. D. M. favorable. In any 
event, the membership is to 
question—and only members in good stand- 
ing may ballot. about those 
dues? Here is your chance to do yourself 
and display a good turn. ... Down in Dallas 
the local Red Cross turned to display for 
assistance in putting across their plea for 
war funds. The local Department 
Store Association asked for windows on the 
subject, besides donations. Many interesting 
displays were the answer, and the fund was 
oversubscribed. . . . It is noticeable 
that 1940 is a “display contest year.” A 
glance at this issue’s news items will show 
that many national advertisers and display 
factors are testifying to their faith in the 
And others 
are on the verge of being announced as this 
While it is true that the tremen- 
dous cash awards of a by-gone day are no 


will be 
vote on the 


cast a How 


relief 


very 


good such contests can do them. 
is written. 


longer the rule (back some twenty-five years 
had a first 
prize of $2,000) the number of contests ac- 
count tor a higher total. Many displaymen 
to add a comtortable amount 
to their through 
their participation in And 
that of course brings up the old argument of 


ago, for example, one contest 


Manage Very 


salaries each year solely 
such contests. 
whether or not a displayman is serving the 
best interests of his store when he enters a 
display competition. Those opposed say 
that he 


and money to a given display 


devotes too much time, materials, 
more so than 
it would normally justify. Those in favor 
that the attention 
to the display, the more merchandise it will 


sell. 


ably say 


maintain more he gives 
A disinterested observer would prob- 

that ata enter 
without going to extremes, and 
letting his regular schedule suffer, 


displayman can 
contests 
without 
so much the better for both the displayman 
and the Another argument that 
is that 
of whether cash awards should be made to 
the displayman or to the store. Displaymen 
say, naturally, that it is their idea which 
won and that they should be rewarded ac- 
cordingly. Most store managements concur 
in this, but others adopt the attitude that 
the store is paying for the materials used 
and that the display is, times out of 
ten, installed on company time; perhaps just 
as naturally they take the stand that the 
prize should be given the store, to be dis- 
pensed as seen fit. There is some justice 
in this position, but it is hard to see how 
many managements feel that the department 
buyer should participate in awards. 

DISPLAY WORLD has editorialized 
at long length on the advantages of having 
good window displays, but Robert M. Cox, 
Cox's, McKeesport, Pa., writes in to. offer 
an interesting sidelight on the same subject. 
He says: “A few 


store. 


is suggested by the word “contests” 


nine 


such 


weeks ago, at an early 
hour before store opening, a young woman 
called to the attention of one of our mainte- 
nance 
might 


what 
our 
As a gesture of our appreciation we 
sent a small gift and a letter thanking her. 
The following excerpt from her reply to us 


employees the beginning of 


have been a disastrous fire in 


store. 
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contains the display interest: ‘I think j: 
be interesting and gratifying to you to 
that your very attractive windows 

really responsible for the discovery 

fire. On that particular morning, th 
dow display was especially beautiful ; 
I proceeded to the rear of the wind 
wondered what was responsible fo 
shimmering lighting effect. On peerin; 
the store I saw what might have been 
more serious.” And so display adds 


protection” to its list of accomplish: 





KIA-ORA KOUTOU-KATOA! 


Greeting To You All! 


NO AOTEAROA. 


Displaymen in New Zealand send their 
best wishes for a successful Convention 
at Detroit. We in New Zealand have 
completed 100 years of progress with 
the Centennial Exhibition in Welling- 
ton just closed. It portrayed New 
Zealand on Parade, a unique oppor- 
tunity for dramatic expression by Dis- 
playmen. 


From 


Though troubled times be with us, they 
serve to awaken us to the realities of 
life, and make us conscious of the need 
for courage and determination to face 
the everchanging atmosphere of Display. 


To the older men we say 
“Be an inspiration to the younger 
generation. Awaken their enthus- 
iasm, and direct their energies 
along creative and constructive 
channels.” 


the younger men we say 
“Advance. Remember it is en- 
thusiasm, initiative, and original- 
ity that is the life blood of Dis- 
play.” 
IN THE WORDS OF THE ANCIENT 
MAORI TONGUE WE SAY: 


HAERE RA! 


(Peace, Prosperity and Joy to You) 


ON BEHALF OF DISPLAYMEN 
OF NEW ZEALAND 
C. H. ANDREWS 
WELLINGTON, NEW ZEALAND 
MAY, 1940 











—Above is a reproduction of the greetings by 

the displaymen of New Zealand to the Inter- 

national Association of Display Men delegates at 

the Detroit convention. The original was done 
on parchment— 


Low-Cost Turntable 
Is Introduced 


“Roto-Sho” is the 
cost turntable which has just 
duced by General Die & Stamping Corpora- 
tion, now located at 265 Canal street, New 
York City. It is designed for operation on 
110-volts AC only and is available in but 
model, with the 18-inch table being 
standard equipment. The unit supports 
balanced load of 150 pounds or 200 pout 
centered Literature can be obtained 
on request at the above 


name of a new, low- 


been intro- 


one 
load. 
address. 
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THE IMPORTANCE OF DISPLAY 
IN SELLING MERCHANDISE 


[Continued from page 11) 


new and different items produce interest and 
more sales-—as well as keeping customers 
interested and aroused and avoiding the 
danger of monotony. It prevents them from 
saving “We've seen this before, let’s not 
bother going down that aisle.” Changed 
displays also renew the interest and enthus- 
iasm of the salespeople. 

Mass displays: We believe in mass dis- 
plays. There is much debate about the pro- 
ductivity of mass displays versus large back- 
ground and little merchandise. There are 
capable and most successful men who ad- 
yocate each of these distinctly divergent 
viewpoints. I never did enjoy museums to 
any large extent. In fact, | couldn't enjoy 
the tremendousness of the New York World's 
fair. It seemed too big and too scattered 
but in reality the displaymen put in too 
much background for the quantity of mer- 
chandise they had. I am not only a_be- 
liever in mass displays, but I have con- 
vinced myself time and again of the wisdom 
of it by seeing our displaymen pack the as- 
sortments and increase the business. At 
times, a volume display even on prestige 
merchandise creates a bargain feeling for 
the customer. 

There is a great deal of psychology in hav- 
ing both the salesperson and the customer 
see a large quantity of merchandise melt 
down in a hurry. 

People like to see plenty of merchandise 
and they like to handle it. They like to get 
the impression that there is ample assort- 
ment. They must be impressed with the 
comprehensiveness and variety of selection. 

Assortment display: A display showing a 
large assortment of merchandise is, I think, 
one of the best selling displays in use today, 
as it tells a customer that she does not have 
to look further as everything available is 
right here. This display speeds up buying, 
as customers do not have to be taken from 
one place to another to compare features. 
Assortment displays aid selling as they sug- 
gest a second choice in case the item asked 
for is sold out. 

Assortment displays also aid in trading 
up, as customers are automatically exposed 
to better items and can readily see advan- 
tages by direct comparison. * 

A variety always gives the customer an 
opportunity to compare the value of the item 
she wishes without further shopping. It also 
allows every customer that comes to the 
store to purchase in whatever price bracket 
she wishes. In general displays should have 
the merchandise so grouped that price lines 
may be conveniently shown to the customers 
Without confusing them. 

. Merchandise should be so displayed that 
It is easy to step the customer up in price 
trom the item which first catches her eye. 

Display by price groups: We rarely use 
this type of display in general selling, but 
Mm giit seasons we find it helps because 
peg people now buy gifts on a_ budget 
Dasis. The customer can readily select an 
tem to suit her pocketbook from a display 
ot this nature. Because of the above it af- 
lords service to customer, cuts time of the 
Salesperson, and helps to suggest other mer- 
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This Display SELLS Hosiery 


PROPORTIONED HOSIERY has been put across with smart merchan- 
dising and large-scale advertising campaigns. Prove to shoppers that 
the well-dressed leg has glamour, allure and exotic appeal—whether 
it is short, medium or long—and you will cash in on these national 
merchandising plans. 





Fairy Proportioned Forms are designed to present the proportioned 
hosiery idea with real glamour. These forms combine beauty, delicacy 
and femininity to an amazing degree—and in addition they tell an 
appealing “varying length” story. Fairy Forms are light in weight, 
beautifully modeled, resilient and washable. They may be used in 
your windows, in counter displays and throughout the entire store for 
decorative sales emphasis. 

You can buy the complete Fairy Proportioned set or you can buy the 
forms—unit by unit as needed. They can be had in any one of the 
three exclusive Fairy Form display effects. 


GLAMOUR-GLo—has a glamorous appeal and feels soft to the eye. 
NEUTRA-TONE—emphasizes color nuances and is an effective sales 
closer. 
TRANSPARENT—Created to accent hosiery sheerness. Swings many 
a profitable sale. 
Write for catalog No. 60, illustrating and 
describing Fairy Form styles and _ sizes 
for men’s, women’s and children’s hosiery. 


SHOE FORM CO. INC. AUBURN, N. Y. 














The tiny Mole can tunnel 450 
times his length in a single night! 
FLEXOACTION units dig right in, 
too. The model illustrated could 
pull itself 822 times its length in 
the same time. Write for details. 


WineAOR eaGianges 


GEARED MOTORS-ony TURNTABLES for 30 
speed, current, or size. to /00O pound displays. 


MERKLE-KORFF GEAR CO. 


214 NORTH MORGAN STREET CHICAGO, ILL. 























PHOTOGRAPHIC ENLARGEMENTS 


BLOWUPS 


From photographs or printed matter. For win- 
dow and counter display. Mounted or unmounted. 


NEW YORK SOLAR PRINT CO. 


Since 1907 


736 BROADWAY NEW YORK CITY 











Send for the AIR BRUSH 


CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - ILLINOIS 





WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baitimore, Md. 














Birds and Animals 
For 
Window Displays 


Also Glass Eyes for Manikins, Animals and Birds 


Schoepfer Taxidermy Studio 


1200 Broadway at 29th St. New York City 
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chan lise for some other gift or for self. 

related displays— 
These 
in presenting to a cus- 


ensemble displays or 


wurn shed homes—-furnished kitchens : 
are very effective 
tomer a complete view of related items. The 
a vantages of showing merchandise in re- 
lated groups has been marked. Our expe- 
rience with complete groups of kitchen gad- 
gets and utensils in price brackets from $15 
to $200 has Many 
made undoubtedly originat: 


been very successtiul. 
sales that are 
in one of these displays. 

We should also mention the large num- 
ber of people attracted to a store by model 
We recently redecorated our model 
kitchens and during the first three days it 
10,000 


rooms. 


was open to the public we clocked 
customers passing through. 

These might be called “self-selling helps” 
because a Customer can see the new items 
If the display 
moti- 


piece o1 


in relation to her own rooms. 
immediately 
a desire to buy a new 


impresses her, she = 1s 
vated by 
pieces or change her furniture around, or 
if she is impressed in some way that pleases 
her other than her own, she feels that the 
store has done her a service. 


The DISPLAY PARADE 


AUGUST, 


Here again the major selling job is 
because a person likes to ma 
other things to the item she is purcha 
and will be back to get the other piec« 
she needs them. Here, too, traffic is cr 
by the customer’s desire to get new 

to adapt to their own home or their d: 


gestion 


cottage. 

The fundamental 
pose of display is to sell more merchan 
With certain types of merchandise this 1 
be best accomplished through mass disy 


Prestige displays: 


whereby the customer is impressed witl 
pile of merchandise immediately before 
Naturally, merchan 


prestige s 
can not be shown to advantage in this man 


however, 
g., a pile of Lenox china would tend 
to detract from the value in the mind of the 
customer and hence prevent her from buy- 
ing. A few pieces of the ware, set in 

with fine 


ner, ¢€ 


proper atmosphere linen, silver, 
ete., will display the prestige merchandise to 
lest advantage. 

Here, the 
something better. 
everyone desires the best, and this type of 
display plays up to that desire. 


display creates a desire jor 


It is generally true that 


This dis 


by Anthony Brinker 











—— 
WAS PRESIDENT OF THE NATIONAL 
CAPITOL DISPLAY CLUB FOR TWO 

YEARS...CONVENTION CHAIRMAN, 1438. 


BORN IN WISCONSIN... FORMERLY 

. WITH HECHT'S, WASHINGTON... HAS 
BEEN WITH LANSBURGHS PAST 
TWELVE YEARS... MARRIED AND 
HAS ONE DAUGHTER ..... 


Jk. ANO.I DISPLAY DIRECTOR _ 


Ww. ARTHUR 


— LANSBURGH ¢ BRO., 
WASHINGTON, D.C. 
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SET THE TOWN TALKING 


about your unusual displays! 


Simply coat objects, with 
Flame-Glo Fluorescent Paint. Place them in a 
dark window, room or enclosure. Then expose 
them to invisible “black light’ (ultra-violet rays) 
and brilliant, 


A proven “crowd-puller.” 


scenes, designs 


glowing colors spring to life. 
Limitless possibili- 
ties. Flame-Glo is priced to fit your budget. 
For any interior surface—wood, metal, cement. 
cardboard, fabrics, Easy to brush or 


spray: dries in one hour; harmless to health. 


etc. 


NOTE. We now supply effective, economical 
U. V. Black Light lamps to use with Flame-Glo. 
Write for new literature on Flame-Glo and U. V. 
lamps. When in New York, see our dramatic 


demonstration room. 


FLAME-GLO COMPANY, INC. 


WILLOW AVE. at 135th ST. NEW YORK CITY 








Wherever You See 
Good Displays 


There You'll Find a Liberal Use 
of Fresh, Green 


EATON 
GRASS MATS 


For quick delivery, call 
your local display jobber. 


EATON BROTHERS CORP. 


HAMBURG, NEW YORK 














HEXCHROME 
COLOR-IN-MOTION 
LIGHTING 


Your Dealer or 


GoldE Mig. Co, 


1214 W. Madison St. 
Chicago, IIl. 
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good results during gift 
Also, due to interest in new mer- 
chandise in general, this display 
great deal of traffic. 

We vary the type at short intervals. 


play gives very 
seasons. 


creates a 


Be- 
tween sales with packed displays and large 
selections and tashion shows, and style dis 
plays, we try to find the happy medium dis 
playing a little of each. 

Exhibition displays: These displays show 


item is made or how it is used 
what it is 


Each year we 


how 
ot 


an ol 
made. 

hold a January exposition, 
with not the slight 
est selling urge, in which we try to do this 
Our display 
the 
factory 


strictly non-commercial 


very thing on a large scale. 


transform entire 
of 


esses and methods of construction. 


and service divisions 


tenth floor into a display proc 
Our at 
We estimate 
that over a third of a million people visit 
us during the three weeks of the show. We 
have found customers highly interested in 


tendance has been marvelous. 


the educational features and appreciative of 
our efforts. This to 
our increased business and increased traffic. 

It is important, of course, to see that the 
item exhibited is one sold immediately ad 
j the exhibit, item 
In other words, the exhibit must impress the 


has contributed much 


jacent to not a foreign 
customer so that when she wants to buy that 
fail to 
that 

remembers not only the sturdy way the item 
put together, but to 
the item than would otherwise because 
she knows how it 


where 
She 


item, she can not remember 


she saw a display pleased her. 


was feels much closer 
she 
least how 
part of it is made, or how it is put togethe 


or trom what it is made. 


is made, or at 


Some more of our exhibition displays are: 
table settings, bizarre, spectacular, and for 
all of the 
year; fashion show of lamps; glass cutter 


mal—for occasions, and 


seasons 


actually monogramming glassware, etc 


floral 
hobby 


china decorating; 


doll 


show 2 


arrangements ; 
exhibits; Santa 
tulip 


peony 


show; foreign 


Claus parade; coffee show ; 


gladioli show; iris show; show: 


builders’ show participation; builders’ show 


model home; electric refrigeration shows: 


electric range shows; Michigan state fair 


participation; home advisory bureau; cook 
ing schools. 

In conclusion, we must also emphasize th: 
need for practically designed displays. Re 
taildom has not the 
ot the possibility of practical and convincing 
display 


even scratched surface 


pieces, as well as counters, aisles, 
etc., that will sell the most merchandise. 
When any of you set out to do this kind 
of a job, you do yourselves proud and are 
a credit to your organization and your craft. 
But actually must of yout 
help, more of your brain energy, more of 
ingenuity of yout 
artistry—devoted to the problem of making 


we have more 


your as well as more 
windows, interiors, counters, and cases sell 
ideas, dispense more information, and _ sell 


more merchandise. 


King Cole's Eastern Office 
In New Location 

Old King Cole, Inc., Canton, Ohio, has re- 
moved its display rooms and sales offices from 
Rockefeller Center to 354 Fourth avenue, New 
York Gity. LE. V. 
in charge. 


Bockius, vice-president, 1s 


“TAASSADONS 


NIAHOULM UNV 


LIM.LSIC 


“TdISIC Gt LdOd\ 


“IVIMGLLVIN: AN 


V NI 


AGCVOUAC 


LSOIX 


(NV SYOLVNIDINO 


lt 


SHOL! 


) 


+ ( 


Ayit) YAOL MAW ‘@nuasay yRNSY CET “°OD 3109 ‘V SAWVS 


oNMYV" 


“ONTNOO' TA 


AHL 


AO SAd AL 


WIddV LUV 


r 
‘ 


MOVE NOLLY 


‘QOURTRG Sutskojd pur Jeisi0d B IATS OF Poutg 


‘qouRydoooer Avpdsip 07 UOT Ry 


4 
‘ 


MIS “GN108 
1dVd SIHL 


ALSOd GNV Nt 


“MYOM 


HW DISVE DONIGNVISLIO NV 


nw 


SI u 


{ Sepeqs om iy 


r 
‘ 


TIV YHOU WoOAId 


[ 10[009 JO Apnys 


‘s1070O9 ATOATT “VUsIAG “Mou ¢ © sult ajefduto) 
l [OAT “Vqstaq dL J {| 


od sq U 


IM OI 


2]190 PB ult} 


7A Utlt 


“Ul00 oq UBD pue osuerd ony 


ITPRUTayS AS 


YyOOG YIIVMS 10109 AOL afta 44---4aqqol jvI0] AnOk Jo ajqvjIwAPy 


1102 dad OO'Cs AJGIM SAHINI ALXIS"-"SGYVA AATAML 


UPBIIP ATT? 


= 
rT) 


2 JO Y[Nsed B SB podojarssp pur pe 


SAISUQJUT Ut 


uadvd ssaIWVvaS YO TWOINUL LOOA JAAls 





4 DISPLAY WORLD AUGUST, 1949 


Oo 





Coutlee Pays Tribute 








we “x To Display 
VU S Me Speaking recently before the New Je:sey 
2 Drug lraveler’s Association, Dx as 
<q 28 .e) Wakefield Coutlee, director of adverti-ing 
LL. ae) §- for Merck & Co., Inc., pointed out the c- 
la 3 e tion and nature of advertising in general, 
5 eo with particular reference to display He 
“a. said, in part: 
7 9] 5 g is “Every now and then my wite expericices 
a BS UO the urge to go ‘window shopping. She 
3 z doesn’t really need any new things, yoy 
3 = understand, but merely plans to have |: 
J eon in the city and take a look at the shops. 
n Invariably, however, some particular display 
- will arouse her interest; then desire and 
> action follow in logical sequence—and _ an- 
= other sale is consummated. 
a) ‘I really didn’t intend to buy anything 
tM today, my wife will explain, ‘but — the 
~ Woman's Shop has been advertising a lin 
fe) of advanced styles in dress coats and | 
thought I'd drop by and look at them. Today 
wa they had several stunning models in their 
a window, and this one appeared to be exactly 
a what I had planned to get later; so I went 
- in and priced it!’ At this point I usually 
- smile, which is as sensible to do as any- 


thing.” 

Coutlee continued: “Something attracted 
her attention. When that happened sh 
sought information. And when the informa 
tion proved of interest she felt the desire 
for possession, which culminated in action 

Advertising is information. Whether 
it be in the form of a printed message in a 
magazine or newspaper; a window display; 
billboard or sign; a letter, circular or book 
let; or a radio announcement—it is informa 
tion about something that people need and 
want. . . . A well conceived advertisement 
announces the facts about a product and 
tells where it may be obtained, when it is 
available, how it serves its purpose, and why 
it should be purchased.” 








Cooper Joins Mandel's 
As Display Manager 


The appointment of J. R. Cooper as man 


A Few Desirable Jobber Territories Still Open! 


AG TUAL PROTOGRAP HS OF DISPLAYS ASG SET UP SY OFTG S$. 


ager of the display department of Mandel 

Brothers, Chicago, was made recently. He | 
succeeds Constance Christen, who has _ heen 
transferred to a different department of the 

store. Cooper was formerly with G. Fox & 

Co., Hartford. 


- 
$300 In Prizes Offered | 
By Rhinelander | 

The Rhinelander Paper Company, Rhine- 
lander, Wis., is again sponsoring a display 


contest, with $300 in cash for the winners 
The company’s flexible display paper must 
appear in displays entered, and as man) 3 
entries may be made as desired. Full de- | 


IN GALLON CANS x*® EASILY APPLIED TO ANY SHAPE, 
OR FORM *® OBTAIN THE TRUE BARK EFFECT IN TWO-TONE COLOR *® SELF FORMING * 





ant process for various materials. Callec 


PAUL ST. LOUIS Ree : + : sec - 
a Neva-Flame,” the process is said to Dé 1 

applicable to various types of display mat 
BLDG. | ¢ © PI ; 


rials. 


ae) . . - 

3 tails are available from the company) 

5s oonkcacs 

] 

it 
ah gx New Flame-Retardant 
a 3A For Display Materials | 
> ° 9 Announcement has been made by Howard 

ss] eo eee sheila Jeva-We ‘orpora- 1 
O & O° Write for Full Particulars Letkowitz, pre sident, Neva Wet Cory , 

= 5 tion, New York City, of a new flame-retard- I 
U 2 0 436 | I 
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John Wilson To Head 
Display Division 

Bulkley, Dunton & Co., 295 Madison ave- 
nue, New York City, whose entrance into 
the display field through the formation of 
a display division was announced in_ the 
July issue of DISPLAY WORLD, has se- 
cured the services of John D. Wilson to 
head the new department. Wilson, who was 
formerly with Coy, Disbrow & Co., New 





John D. Wilson 


York City, is well known throughout the 
display field, as is J. V. McNichol, who is 
in charge of distribution. McNichol is now 
planning an extensive trip to acquaint trade 
factors with the company’s plans and func- 
tions. 

Harve Ferrill, of the Chicago firm which 
bears his name, will handle the distribution 
of Bulkley, Dunton products in Illinois, 
Michigan, Minnesota, Wisconsin, and Indi- 
ana. The West coast territory will be han- 
dled by S. S. Newell of Hollywood, who 
has been a close associate of Wilson in his 
previous connections. 

Bulkley, Dunton & Co., which has_ been 
in business since 1833, plans to follow the 
time-honored custom of the paper trade in 
appointing various exclusive agents or mill 
representatives throughout the nation fo1 
its new display division. 


Winners Announced 
In Contest 

Winners of the Brown Durrell window 
display contest which closed June 30 have 
been announced. The winners of the four 
$25 awards were N. J. Binford, J. Lowen- 
stein & Son, Valparaiso, Ind.; Russell T 
Roe, Fandel’s, St. Cloud, Minn; L. T. Lam 
bert, Carl Company, Schenectady, N. Y.; I. 
Parks, Thompson, Boland & Lee, Atlanta. 
Honorable mention went to Rainbow Shop, 
Crystal Spring, Mass.; Haas Store, Nobels- 
ville, Ind.; Thornton Company, Bluefield, 
W. Va.:; Kelling’s Shoe Store, La Porte, 
Ind.; O. J. DeLendrecie Company, Fargo, 
N. D.; J. W. Ippel Company, Saginaw, 
Mich.; Joske Brothers, San Antonio; Wil- 
liam R. W vandotte, 
Michigan. 


Mehlhose Company, 


C. R. Crawley 
In New Job 

C. R. Crawley joins Chandler & Co., Bos- 
ton, on August 19 as display manager. He 
replaces Peter Keumpel, resigned, who has 
not yet announced his future plans. Crawley 
Was formerly with The George B. Peck 
Company, Kansas City, and more recently 
With Pomeroy’s, Wilkes-Barre, Pa. 
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tacking devices! 





A.L.HANSEN MFG.CO. 


RAVENSWOOD AVE., CHICAGO. ILL. 


5041 


cast time in Tack History 


PECIAL as well as usual display jobs are installed with the 
Hansco T-! Tacker, which drives Hansen Tacks in four dif- 
ferent lengths! Tacks are single-leg, pin-thin, streamlined, 
T-head design. Tacker holds strip of 100 Tacks. Self- 
contained, ready for continual use. The latest yet in modern 
Investigate! 


ache that drivesTACKS 
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IDEAS- 


ORIGINAL NOVELTIES IN 


dis-PLASTICS 


made of Lumarith, the new era plastic 


dis-PLASTIC Pyramat 
dis-PLASTIC Angel 

dis-PLASTIC Fluorescent Globes 
dis-PLASTIC Candy Canes 
dis-PLASTIC Fluorescent Stars 
dis-PLASTIC Colored Globes 
dis-PLASTIC Xmas Trees 
dis-PLASTIC Snow Flakes 
dis-PLASTIC Mesh 

dis-PLASTIC Gazelle Plaques 
dis-PLASTIC Embossed Po/’nsettias 
dis-PLASTIC Shimmersheen in colors 
dis-PLASTIC Domes 


Place Your Order Early—only a limited quan- 


tity will be fabricated. Send for photos 
and prices on your BUSINESS STATIONERY. 


j.m. Gorpon & Co. 


189 GREENE ST., NEW YORK 


Pioneers of PLASTICS 
for DISPLAY MEN 


INC. 


o 




















Hansen Tacks in 4 
lengths — 3/16” to 
1/2 — driven with 
one unit — Model 
T-1 Hansco. Tacks 
packed 5,000 per 
box. Tacker drives 
thru thin metal or 
tin and into hard- 
est woods. Flush 
front fits into close 
spaces. 


























MAKE IDEAS 
COME TRUE! 


Look to Curverons. the brand 
new processed forms for genuine 
inspiration when you've got a 
really special display scheduled. 
Plan now for Fall and Christmas. 
with Curverons. 


Available in stock sections. up 
to 12 ft.. or made to order from 
your specifications. 


Write today for helpful blueprints 
of stock Curverons 


JAMES L. CLARK 


INDUSTRIAL EXHIBITS, Inc. 
2 East 172nd Street NEW YORK 








— 
DISPLAYS 
FOR FALL 
MERCHANDISE 


REFRESHINGLY 
DIFFERENT 


ATTENTION 
COMPELLING 
* 


SALES 
STIMULATING 


BEFORE YOU BUY 
SEE THE LATEST 
CREATIONS IN 
METAL and GLASS 
LUCITE 
PAPIER-MACHE 
and 
COMPOSITION 
DISPLAYERS 
® 


WRITE TODAY 
FOR NAME OF 
DISTRIBUTOR 
NEAREST YOU 


DARLING 
DISPLAYS 


». A. DARLING CO. 


me - - MICHIGAN 


DISPLAY WORLD 


Contest Scheduled For 
Letter Writing Week 


Increases in the number and amounts of 
winning window displays 
a tie-in with National Letter Writing 
week have been announced by the Paper Sta- 
tionery & Tablet Manufacturers Association, 
Inc., 527 Fifth avenue, New York City. 
Twenty manufacturers of stationery are spon- 
soring the promotion, which will last from 
October 6 to October 12. Full details are 
from the address given above, to- 
gether with posters and display materials 
suitable for windows and store cases. 

\n additional release just received indi 


prize awards for 
making 


available 


cates that four divisions will be made for 


the competition — department stores,  sta- 


tioners, variety chain stores, and other 


stores not included by the first three groups. 
Prizes for each division will be the same: 


first, $100: second, $40, and third, S30. 


Fisher Appointed Distributor 
By Ace Paper Company 

The Ace Paper Company, Inc., 426 West 
Broadway, New York City, has announced 
the appointment of Sol Fisher, Corocratt 
street, Chi- 
cago, as the company’s distributor for Il1- 


Products Company, 560 Lake 
neis, Wisconsin, and Indiana. Corocrait will 
warehouse in Chicago a complete stock of 
\ce’s fall and 


service in the three 


Christmas materials for 


prompt states men 
tioned. 

\ three-day educational exhibit and dem 
onstration of the Ace line of display papers 
was held at the Palmet 


\verst 13-16 


House, Chicago, 


Loy Chase Named 
Wichita President 

The Wichita Display Guild at its annual 
Shady Rest on July 8 
named Loy Chase as 


“stag” outing at 
president ot the or- 
ganization for the ensuing vear. Chase 1s 
head of the display studio bearing his name 
and is also employed by The Wichita Eagle. 
Don Royston, Allen W. Hinkle 


Was appointed vice-president, and H. W. 


Company, 


Morten, Coleman Lamp & Stove Company, 
Ed Perry, 
retiring 


was reelected secretary-treasurer. 
Thurston's Rea: iid to-Wear, is the 
president. 


Jerome Walter Resigns 
From Namm's, Brooklyn 

The resignation of Jerome Walter as dis- 
play manager of The Namm Store, 
has been announced. His plans for the future 
have not yet been divulged. The Namm va- 


Bro« Iklyn, 


cancy has been filled by Samuel Rosenberg, 
who had been in charge of display for Scott's, 
Boston. 

Walter had formerly been with Kresge De- 
partment Store, Newark, Oppenheim Collins 
& Co., and Gimbel Brothers, both of New 
York City. 


New Location 
For Weinberg 

Frederic Weinberg is now located in a 
at 835 Arch street, Phila- 
delphia. The firm, which designs and makes 
at 1709 Chest- 
The new location provides three 


five-story building 


retail displays, was tormerly 
nut street. 


times as much space, it is said. 
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ANOTHER TRU-TRE CREATION 
This beautiful lightweight Oak Bark in 3’x8’ slabs 
—light as a feather and very flexible—at the 
low price of 


$4.00 per slab 
write TRU-TRE STUDIOS 


42 So. 3rd St., Minneapolis 

or the following Jobbers 
Adler-Jones Co. Display Creations, Inc. 
L. J. Charrot Co. Texkraft Sales Co., Inc. 
Frank D. Maxwell Corp. L. E. Hier Display Equip. Co. 








CELLOPHANE 
BELLS 


PAPIER MACHE 
BELLS 


TRIMMED BELL 
PELLS CLUSTERS 


MADE IN U. S. A. 


PLAIN 
BELLS 


Attractive Discounts to Jobbers 


end Quantity Users 


ELDREDGE SALES COMPANY 
110 East 42nd Street 
New York 


LExington 2-6176 














GLASS SILK (SPUN GLASS) 
Beautiful Waterfall, Ice and Snow Effects, Motion 
Displays with and without Colorful Lighting, Pure 
White and Colors—Fireproof and Verminproot 

When you attend the New York World’s 
Fair be sure to see our New York display. 
If Your Jobber Does Not Handle 
GLASS SILK Order Direct... 
Manufactured by FRIEDRICH & DIMMOCK 
Factory: Millville, N. J. 
New York Representative: 7 E. 42nd St., New York 





dl & GD LER AIRBRUSH 


he particular artist 


end for Catalog 52 a 
“ THAYER « CHANDLER ¢ 
O10 W.VAN BUREN@BT...CHICAGO.ILL. 
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CASH FOR YOUR 
USED WINDOW 
DISPLAY FIXTURES 


furn these old window display fixtures 
nto cash instead of letting them lay 

ound to teke up space and tie up 
money you could use for new. ones. 


\We have buyers for used window dis- 
play fixtures ... hundreds of smaller 
stores and shops can use them. Send 
us a list of what you have, with pic- 
tures or rough drawings and specifica- 
tions. Let us know, too, what you 
need... we may have it at a money- 
saving price, and guaranteed to satisfy 
you or your money back promptly. 


DISPLAY FIXTURE 
EXCHANGE CO. 


211 Freund Bldg. Muncie, Ind. 











- « BAMBOO 


Put that Tropical Appeal] 
in your Spring and Summer Displays 
with NATURAL BAMBOO ... 
Immediate delivery from the largest stock in the 
U.S. All sizes from % inch to 7 inches in diameter. 
Write for samples of Fabricated Bamboo and 
Bamboo Screening. 
PACIFIC BAMBOO PRODUCTS, INC. 
\ 6701-15 Eleventh Ave. Los Angeles, Calif. 








THE “REVOLVING SALESMAN” 
AC DISPLAY TURNTABLES 


Noiseless—Inexpensive 
Write for Details 


WOERNER ADV. & MFG. CO. 


BELLEVILLE, N. J. 











CARSTENITE 
(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 
e@Signs @ Backgrounds 
@ Fixtures 


@ Displays 
Send for free Sample and Literature 


Carstenite Sales 7 X09; LASALLE ST. 








FLASHING 


Revolving Displays 
Lumiline and Fluorescent Lighting 
Turntables 5 to 500 Pounds 







Literature on Request 


M. MOISTER & CO. 


2nd & Bristol Sts., Phila., Pa. 
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Patterson Wins 
Pequot Contest 


Pequot Mills, Salem, Mass., has announced 
the winners in the contest sponsored for the 
best window displays featuring Pequot prod- 
ucts. First prize of $100 went to R. J. Patter- 
son, Weiss & Goldring, Alexandria, La. Dor- 
othy Donavin Flambeau, Dickson-lves, Or- 
lando, I-la., won second prize of $50, and Rus- 
sell T. Roe, Fandel’s, St. Cloud, Minn., won 
third place and $25. 

Honorable mention awards of $10 each 
went to the following: George H. Wagner, 
J. L. Brandeis & Sons, Omaha; John E. 
Cooke, Coulter's, Los Angeles; Arthur L 
Squires, Gebhart-Gushard Company, Decatur, 
Ill.; J. KE. Bjork, William Y. Gilmore & Sons, 
Oak Park, Hll.; Robert FE. Marcham, J. W. 
Hale Corporation, Manchester, Conn.; C. E 
Batchelor, Herzberg’s, Enid, Okla.; J. S. Me- 
Comb, Thomas Wilpatrick & Co., Omaha; 
C. H. Bechtold, Oneonta Department Store, 
Oneonta, N. Y.; Cass Brink, John Prichs 
Mercantile Company, Mt. Clemens, Mich., and 
Mrs. Grace Everest, Scruggs-Vandervoort- 


Barney, Inc., St. Louts. 


Tennis Week Contest 
Won By Tenney 

Charles H. Tenney, Dalton’s, Baton Rouge, 
has been awarded a handsome electric clock 
as first prize in the annual window display 
contest held in connection with the observ- 
ance of National Tennis week, under the 
sponsorship of The Sporting Goods Dealer, 
trade publication. Thomas V. Taber, Mont- 
vomery Ward & Co., San Diego, captured 
second prize. 

Winners of cash awards of $5 included R 
Paul Hale, Sessel Stores Company, Alton, 
ill.; Frank Billock, S & H Sport Shop, La 
Crosse, \\ is.; Gerald Hyde, A. G. Spalding & 
Brothers, San Francisco; Ken Connor, St. 
Louis, and I. H. Leeker, Stix, Baer & Fullet 
Company, St. Louis. 


Chicago Plant Established 
By Display Firm 

Scientific Engineering Company has an- 
nounced the establishment of a new plant at 
42 West Cermak road, Chicago, for the con- 
struction of exhibits, displays, dtoramas, 
models, and mechanical displays. The firm’s 
present plant is located in Long Island City, 
New York. The Chicago offices and shops 
take up approximately 25,000 square feet. 

Leo S. Williams is general manager of the 
Chicago plant, with S. J. Fairweather in 
charge of sales and A. Davis as design direc- 
tor. 


New Location 
For Bakelite 

The offices of Bakelite Corporation and 
Halowax Corporation have been moved from 
247 Park avenue to the Carbide & Carbon 
building, 30 East 42nd street, New York City 
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SHOW CASES 


FOR EVERY PURPOSE 
State Your Needs and Ask for Catalog 


Detroit Show Case Co., Detroit, Mich. 


a 








A. G. Seaman & Co. Inc. 


MFRS. OF MODERN DISPLAYS 
Forms, Fixtures and Mannequins 


CATALOGS ON REQUEST 











31 West 34th St., New York 


now 


is the time to plan 
for your 


FALL DISPLAYS 





now 


is the time to make 
your selection from 
the extensive and 
varied collection of 


FALL 


GLossiROLL 
DISPLAY 
ITEMS 


Good display ideas insure mer- 
chandise attraction and salability. 
Excelsior items are arresting in detail, 
color; are adaptable and durable. 
Informed displaymen prefer them .. . 
always. 





E xcexsior 


PAPER SPECIALTIES 
CO., INC. 


640 WEST 57th STREET, 


NEW YORK 
Dept. D 















NGREENIS 


Changeable 


LETTERS FOR DISPLAY SIGNS 












WINDOWS 
sHOW- 
CASES 
COUNTERS 







DIRECTIONAL 
OR 
DEPARTMENTAL 


SICNS 

© 

SPECIAL 
ANNOUNCEMENTS 


He eer tEE 


MITTEN’S NEW CATALOG 


IS AVAILABLE AUG. 15— 
x * * 


EVERY DISPLAY MAN 
SHOULD HAVE IT— 


xk * 
WRITE TODAY! 
























MITTEN DISPLAY LETTERS 


REDLANDS © CALIFORNIA 


Lor Sales Co. 
460 East Third Street « Los Angeles 


Bransby & Hewitt 


1600 Broadway * New York, N.Y. 





USE PLYWOOD FOR DISPLAYS 


It's easy to get artistic results with plywood 
because it can be bent without cracking, and 
it takes paints, stains, and lacquers. Aetna 
has fir, pine, gum, birch, oak, mahogany, 
and walnut panels which hold nails and 
screws at the edges without splitting. Try 
our fancy and figured panels for attention- 
getting displays. Write now for our free 
catalog. Our quick service will please you. 


AETNA PLYWOOD AND VENEER 


1729 Elston Avenu2 Chicago, Illinois 
Phone Armitage 7100 














ePlease Mention DISPLAY WORLD 
When Writing Advertisers 
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Think this 








The most frequently asked question when 
this column comes up in any discussion is: 
“How do you find time to write that stuff?” 
Right now I have plenty of time, but the 
temperature is 101 and the heat beats down. 
In fact it is so hot here that prespiration 
splatters from the keys and blurs the letters 
as they hit the paper. The only way I can 
make a legible mark is to blow on the rib- 
bon as I type. [ admit I have been blowing 
here and there in this column for the past 
couple ot but | dreamed [| 
would have to blow for every word. 

And the subject of weather reminds me 
that Fred Powers, John A. Brown Company, 
Oklahoma City, was telling me at the De- 
troit 
Way. 
walk there just isn’t done because it burns 
the egg to a crisp black the minute it hits 
.. Dick Staines, Vandever’s, over 


years, never 


convention how hot it gets out his 
He says that frying eggs on the side- 


the walk. . 
Tulsa way, says the weather there is plenty 
warm, too. Dick says that in Tulsa the ice- 
man takes a 50 per cent mark-down on every 
piece of ice because from the time it leaves 
the wagon until it reaches the box in the 
kitchen it is half melted. 
Brandeis Company, 


housewite’s 
George Wagner, J. L. 
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CUE... 


Omaha, then put in his bit: “When it 
hot in Omaha, a refrigerator isn't n 
good. If you open the door, the box 
frosts before you can grab yourself a | 
of beer!” 

Not to be outdone on this subject of 
Briggs, Block & Kuhl, Pe 
“It's so hot in Peoria that even 
fore the sun comes up my plastic fixt 
just melt away into the carpet in my 
. and if this heat keeps up | 
the first displayman to 


George 
claims: 


dows .. 
no doubt be 


40 








By FRANK G. BINGHAM aes 


ets 


a complete plastic carpet in my windows.” 


Armand Raining, Boyd's, St. Louis, 


lowed with, “My city is the only one in th 
country that has an outdoor civic opera a 


a heat controller . 
during the hours of the opera, thus ¢ 
trolling the hot air.” And for a finak 
Munchausens, Perry Sn 


.. they turn down the | 


these amateur 
hard working vice-president of the Chic: 
Display Club, says: “Chicago can get pl 
hot; in fact the city beaches along the |: 
have to be cooled by the tax-payers. 

sand gets so hot the bathers can't reach 
lake to swim. They complained to the ma 
and he solved the problem by installing 
frigerator pipes under the sand with \W 








—''Won't you ever get over the habit of chewing erasers?''— 





eat 


1th, 
igo 
nts 

ike 
he 
the 
vor 
re- 
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A. labor—which took care of a cool million 
—we mean dollars, not bathers !” 

The July issue of “Retail Gray Matter” 
says on page one: “Don't Treat Your Dis- 
play Manager Like a Fifth Wheel: Invita- 
tion to displaymen to join Sales Promotion 
Division of N. R. D. G. A. brings up point 
that in too many stores displayman is 
treated like a stepchild. With display, in- 
terior and window, producing business it 
does for your store, display manager should 


be recognized as more than artist—he is, or 


should be, an executive. Be sure he has 
yoice in preparation of all promotional plans 
involving display.” 


The display profession is at the cross- 
roads. One road points to great progress, 
executive authority, and more advancement 
by having the I. A. D. M. join the National 
Retail Dry Goods Association. The other 
road points to detours, ditches, swamps, 
and dead-ends for the national association. 
William Arinow, well-known display execu- 
tive for Shillito’s, Cincinnati, says: “The I. 
A. D. M. had better do something in pro- 
moting the profession so that each indi- 
vidual firm will be more interested in the 
organization. I believe we had better be a 
part of the N. R. D. G. A. and hold our con- 
vention at the same time.” 





Displaymen, being human beings subject 
to the ways of this hurrying lite, often neg- 
lect the very things that will mean so much 
to them in later years. Many of us see only 
the person reflected in the mirror. As long 
as a person sees himself in his own import- 
ance, believing that all his geese are swans, 
not worrying about the other fellow’s prob- 
lems, he only exists. They always say: 
“But in my store the problem is different!” 
It's different because of the displayman’s in- 
difference to display unity. 

Forty billion dollars is the size of the re- 
tail business in this country. David R. Craig, 
president, the American Retail Federation, 
recently said: “For 100 years, retail mer- 
chants have been apologizing to the public 
and even to each other. They do not need 
to apologize. In the last decade, many of 
them have come to know that they are the 
leaders of business. The retail merchant, 
perhaps to his own surprise, has come nowa- 
days to be the most important *unit in the 
economic system.” In a recent survey by 
this same federation 96.5 per cent agree- 
ment proved that retailers of all sizes, in- 
dependent and chains alike, have many com- 
mon problems. 

Therefore, if retailers have common prob- 
lems, so do displaymen. The Gallup polls 
and the Fortune magazine polls have proved 
that Sherlock Holmes’ statement was far 
irom elementary when he said: “While in- 
dividuals may be insoluable puzzles, when 
totaled together they become mathematical 
certainties.” 


It's really too hot to hand out bouquets 
and they would wilt if I did, but neverthe- 
less I want to compliment Arthur Gray, 
Lansburgh’s, Washington, on putting that 
Windshield idea into his last year’s fur win- 
dows... it is used by dozens and dozens 


sf: ‘ ; ; 
Ms \ugust and has display-salesmanship 
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GRAPHIC LAMICOID 
for colorful nameplates 





... with a weather- 
proof finish 


Displaymen who are familiar with 
the surface features of a plastic resin 
finish will find vast possibilities in the 
extra advantages of Graphic Lamicoid 
...an economical sheet material in 
which lettering, designs and colors 
can be permanently incorporated... 
in either opaque or translucent stock, 


CHECK THESE ADVANTAGES: 


1. Rich, permanent finish 


To each Airline serving New York, 
this means a facsimile of their color- 
ful trademark that stays clean and 
bright on the Plane-Connection Busses . Unaffected by heat or moisture 


2 
operated by J. P. Carey & Co. 3. Readily drilled or machined 
Exposed to sun and rain, these name- 4 
plates have stood the test of time — 5 
and reduced maintenance as well, 
since the original brilliancy of color 
and finish is retained simply by wip- 
ing with a damp cloth. 


. Light in weight 


. Finish in Glossy, Satin or 
Graphic (suitable for writing) 


When you see samples, we are con- 
fident you will appreciate the great 
possibilities for Graphic Lamicoid in 
your work, Write us for details. 


LAMICOID 


REG. U.S. PAT 











MICA INSULATOR COMPANY, 198 Varick St., New York 
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. and while { am at it I might as 
well another on a new way to put 
over a suit . Art Gray scored again 
by having rods extend from floor to ceiling, 
with two suits on men’s forms on each rod 
showing the suits at different angles 

simple, but no one ever thought of putting 
men’s forms on top of each other . . . Jump- 
to Lipman Wolfe & 


galore... 
toss in 
sale 


ing across the country 





passers-by of 
of blankets 
complementary one shown upright behind in 
the lid . 
complementary 
blankets instead of one 
idea— 
perature again... 
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Co., Bernard Heims does a swell job for the 


Portland, Oregon—a display 
shown in boxes, each with a 
. customers viewing the beautiful 
scheme bought two 
. certainly a hot 
which reminds me to look at the tem- 
it’s still 101 degrees ! 


color 





OPPORTUNITY EXCHANGE 











Distributors—Salesmen Wanted 


TRANSPARENT MIRRORS 


On plate or thin glass any size, shade, 
shape and quantity. Large sizes espe- 
cially. Choice territory open for exclu- 


sive representation to those who qualify. 


Deliveries prompt—prices right. Send 


full particulars in first letter. 


THE O. AUSTIN CO. 


48 Greene St. New York City 





ATTENTION, JOBBERS 
OF 
DISPLAY MERCHANDISE 


Well-known manufacturer of artificial 
flowers and novelty displays wants to 
make contact for representing their line 
in your territory. Write, mentioning 
cities you cover. 


Address 


“PROFITS” 
Room 1101, care DISPLAY WORLD 
175 Fifth Avenue New York City 








DISPLAYMEN STUDY ART—Nevw, practical, 


inexpensive Correspondence Courses in the art 


of making Scenic Displaywindow Backgrounds, 
Panels, Posters, Cut Outs, Dioramas, ete. Of 
greatest value to display men. 50% reduction 


in rates to Literature for stamp. 


ENKEBOLL SCHOOL OF APPLIED ARTS 
Enkeboll Bldg., 5313-17 N. 27th St., Omaha, Neb. 


protession, 








ARTIST, INDUSTRIAL DESIGNER 
desires con 

Industrial and 

promo 


background, creative, 
South or Southwest. 
advertising, design and 


Excellent 
nection in 
retail 
tion 


display 


Address “K. E.” 
DISPLAY WORLD 


Care 








HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at greatly 
reduced prices. New, up-to-date, authoritative, 
clear and comprehensive Every detail of 
the work fully illustrated and explained by 
former instructor at The “Chicago Display 
School.’” Write for information 


WILL H. BATES, Box 101, Ellsworth, Ill. 











ADVERTISING—HOME STUDY—The Adver 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long established school Common = school 
1 sufficient. Send for free booklet out 


education 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 266C Chicago 


Learn Window and Store 
Exhibition, Background 
Promotion; Advertising 
(Copy and Layout). Courses for beginners and 
protessionals. Individual, practical training 
Placement opportunities. Booklet ““DW.” 


DISPLAY INSTITUTE 


3 East 44th St., New York MUrray Hill 2-5567 


Want A Better Job? 
Display; Industrial, 
Design; Retail Sales 











WINDOW TRIMMER WANTED 


Also must be capable of making attractive price 
Immediate work in department 


cards junior 

store. Will pay $35 per week for thoroughly ex 
perienced man. Will arrange to interview party 
In any conventent city 


GRABER’S STORES 
Paragould, Ark. 








POSITION WANTED 


Display artist; 20 vears’ experience creating 
outstanding window displays for the most ex 
clusive department stores and national adver 
tisers in Vienna Desires connection with a 
department store or a display company 


Address “J. K.,’”? care DISPLAY WORLD 
175 Fifth Ave., New York City 











For Your Christmas Window—Patented, 
mechanical display. Tremendous attrac- 
tion and interest qualities. Priced in two 
figures. [Exclusive with you in your city. 
Write tor details. Thomas A. Gooder, 
443 S. Lake St., Los Angeles, Calif. 








COURSES IN WINDOW & STORE DISPLAY 


Background Design; Merchandising Ideas; Ex 
hibition Displays; Show Card Writing; Adver 
tising Copy and Layout. Personal Training 


Advancement No Correspondence 
William F. Ray, President, J. Duncan 
Williams, Director, formerly editor of Merchants 
Record and Show Window. The Ray Schools, 
116 S. Michigan Blvd., Chicago, Dept. DW-8. 


Individual 
Courses 





A PRACTICAL WORKSHOP FOR rapid ad 
vancement in window display and interior dis 
play Dept., chain and independent store meth 
ids in wearing apparel, background creations, 
decorative papers. Individual problems solved 
Mederate tuition fees. CENTRAL DISPLAY 
SCHOOL (Licensed by New York State), 149 
East 42nd St., New York City. MU 4-9436. 














CUTAWL MACHINE 


and saw table, recent model—good condi 
tion. 


\ddress, Care “BARGAIN,” Room 1101 


Care DISPLAY WORLD 
New York City 


175 Fifth Ave. 











USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 
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dou 


somewhat in 
to the correct ways of displaying the Ame 


Question: We are 


4 


ican flag. Can you help us out?—Maso 
City, Lowa. 
Answer: There are several rules 


member, one of the fundamental ones heing 
that the American flag is never used com- 








1940 








1 
mercially or in any other manner which vio 
lates good taste and the proper respect for 
the symbol of our nation. No part of the 
flag should ever be allowed to touch the 
ground or floor while preparations are un- 


der way to fix it to its 
the American flag appears with a 
flag, the American ensign is always plac 
at the right as it is seen by 
When used with foreign flags, 
American emblem is always placed above ; 
others and in the 
never be draped over a window or railit 
but displayed from a staff. It should ney 
be used to cover a speaker's desk, to dra 
the front of a platform, cover a ceiling, 


several 


center. 


standard. When 


foreign 


ed 


the onlooker. 


the 


ill 


The flag should 


Ig, 
er 
pe 


or 


be tied in a bow to decorate doorways and 


arches. Between buildings or over stree 
the following applies: 
the union of the flag should appear at t 
north; on a north-south 
should appear to the east. 
ing the accepted methods of displaying t 


obtained 


Folders deseri 


flag can usually be 
recruiting offices. 

Question: Where can I obtain travel yx 
ters of different kinds—free, if 
San Antonio. 

Answer: These can sometimes be picked 


p< yssible. 


ts 


on an east-west street, 


he 


street the union 


b- 


he 


‘th ; 2 
tree at local 


\S- 


wp 
ul 


from local travel agencies, railways, steam- 


ship lines, and the like. However, the Unit 
States Travel Bureau (sponsored by the | 
partment of the Interior) is glad to furm 


ed 
Je- 


ne 


travel posters, most of them free, upon re- 
quest to the bureau at 45 Broadway, New 
York City. It is necessary that you outh 


the nature of the posters desired when writ! 
them. The bureau furnishes 
assistance where possible. 


also 


Question: Please send me any intormat! 


ng 


technical 






you may have regarding cellophane or a sim- 


lar material to be used in a display wind 
to protect merchandise from fading by 
sun. 
ed on rollers in the same manner as a wind 


shade.— Paducah, Ky. 


th 


I understand that this material is moun 


W 

( 

if 
t- 


W 


Answer: The device you refer to is known 


as “Transparent Sun-Blind,” 
of the firm handling it has been sent you 


Question: We would like to have intorm 


and the address 


4 


tion on the materials used and method used 


for frosting mirrors. We would lk 


know how to make attractive designs 
different colors —Reading, Pa. 
Answer: A frosting solution can be 


tained from the Etch-O-Lite Company, N 
Kensington, Pa. The following forn 
from Popular Mechanics may also com 
handy : 


L. “Eo glass, rub it with a prec 


frost 





ew 


1 
Ulds 


mm 














New 


1 
uldas 
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| IT’S NEW!! 







: 
CURVEX 
FOIL 





COLUMBIA 
BOARD 


WINDOW HIGH 
FOR ECONOMY! 


Made right for windows, in colors 
that are fashion-right: silver, gold, 
copper, crchid, powder blue, nile 
green, Christmas green, dark blue, 
red. Sturdily made, with 15 pt. heavy 
foil on heavy kraft backing; 21,” 
grooves. 19” wide, 8‘ high. Packed 
6 sheets to carton. 


PER SHEET $4.75 


Also in all heights on special order, 
from I’ to 12’ 


MANUFACTURERS OF: 


JEWEL CLOTHS 
EMBOSSED FOILS 
TINSELLED FOILS 
SNOWCLOTH 


Write today for Sample Folder, At- 
tractive Discounts to Jobbers and 
Quantity Users 


Manufactured Exclusively by 


COLUMBIA 
DISPLAY MATERIAL CO. 
131 PRINCE ST. NEW, YORK 
Lt eerie cee 


TRAPHAGEN FOR RESULTS! 
High-salaried, fascinating profession Unlimited 
OPPORTUNITIES. Demand for workers trained 
n Fashion, Interior, and Counter Display by Trap 
hagen School. Register now for Day, Evening or 
Saturday classes. Write, phone Co. 5-2077 for Cir. 62. 


THE TRAPHAGEN SCHOOL 
1680 Broadway (52d St.), New York City 


MODERN FALL TRIMS 


REQUIRE OUR COMPLETE SERVICE 
Writ2 for Our Illustrated Catalogue 


MARCUS WINDOW DISPLAYS 
114 LINCOLN ST. BOSTON, MASS. 





























®Please Mention DISPLAY WORLD 
When Writing Advertisers 
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marble, using emery powder as the abrading 
agent. Coarse powder should be used first, 
following with finer as the surface becomes 
finished. . For temporary frosted effects, 
the simplest method consists in dabbing on 
the glass a mixture composed of a saturated 
solution of Epsom salts, to which a little 
gum arabic has been added. The solution 
should be applied warm, and, if the glass is 
to be handled much, it should be given a 
coating of gum water. 

2. Mirrors. In dressing the mirror, first 
clean it and have it perfectly dry. A pleas- 
ing effect is obtained by the use of a liquid 
called “bottled frost.” This, when applied 
to a mirror, and left to dry, will form in 
many shapes, all radiating from a_ focus. 
This frost can be made in the following 
manner: Sour ale, 4+ ounces; magnesium 
sulphate, 1 ounce. Put on the mirror with 
a small, clean sponge and let dry. 


ABOUT RETAIL DISPLAY 
[Continued from page 7] 
convictions—courage to carry on—courage 
to see the job through—courage to discuss 
your problems with your fellow men—and 
courage to talk to your superiors. Courage 
comes oniy by sincerity of purpose and com 
plete conviction that you are right. Don't 

be a bully, but do display courage. 

There is just one more factor, and in my 
opinion, a most important one. That factor 
is the display of “Character.” And you don't 
need to do much showing that one off. It’s 
obvious. So obvious that we have to watch 
day by day that we do not falter or tail 
Good character always shows up. Excellent 
character shines out like a beacon but bad 
character degrades one’s very soul. And 
so all of us must develop character, which 
always follows being considerate, gracious, 
and tolerant. Give the other man a chance, 
and, by so doing, display the character of 


yourself so that it will be an inspiration t 
every one with whom you come in contact. 

In these few paragraphs and by this illus 
tration I have tried to convey in a graphic 
\ll of this 


is about display and all of it brings us to 


Wa\ the subject assigned to me. 


the answer of what the International Associ 
ation of Display Men stands for. It illus 
trates, I believe, our aims and our ambitions 
It proves, I sincerely hope, to our employers 
and our associates what we as individuals 
and as a group can do and will do for Amer 
ican retat! business. 

By so doing, we individually and collec 
tively through the International Association 
of Display Men and through vour local dis 
play club will contribute in no small way to 
the success of our respective businesses. By 
the very virtue of our work we can lend a 
helping hand to distributing merchandise 
from the producer and from the manufac 
turer to the consumer, who after all is the 
most important factor in keeping the wheels 
of industry turning and the nation at its 


best. 


Copeland Adds 
Edwin Malone 


Edwin Malone has joined the staff of Cope- 
land Displays, Inc., 244 West 23rd street, New 
York City, as account executive. The firm 


] 


creates industrial, w:ndow, and counter dis 


plays. 
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COLUMBIA BOARD 


Now made 22” wide. 8’ high. White 
with heavy kraft backing. Will stand 
without support or framework. Won't 
buckle. swell. or warp. Easily manipu- 
lated into columns. or semi columns; 
acds charm and attraction to any dis- 
play. Packed 6 sheets to carton, 


PER SHEET $4.75 


f!s0 in a'l Acights en special order from I to 12 


Attractive Discounts to Jobbers 
and Quantity Buyers 


SPECIAL 


Hollywood Artificial $5 
Snow—35 lb. Bag.... 


Chemically treated; won’t get 
wormy or buggy. 














Manufactured Exclusively by 


COLUMBIA 
DISPLAY MATERIAL CO. 
131 PRINCE ST. NEW YORK 












CORONET 
MANNEQUINS 


100 on Display at All Times! 
* 
All Prices—All Sizes 
All Typ?s 
* 
Writ: for Catalog 
* 
SALESMEN: Some 
choice territory open. 
+ 


THE DISPLAY 
EQUIPMENT CORP. 


1‘7 W. 37th St., New York 





A 





e@Please Mention DISPLAY WORLD When 
Writing Advertisers 











Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


[) Air Brushes 
(} Airpainting Equipment 
[) Animated Signs 
'}] Artificial Flowers 
] Artificial Snow 
] Backgrounds 
[] Background Colors 
{_] Background Coverings 
] Brushes and Pens 
}) Card & Mat Board 
[}) Cardwriters’ Materials 
] Color Lighting 
} Crepe Papers 
}] Composition Pieces 
_] Cut-out Letters 
} Cutting Machines 
] Decorative Papers 
_] Decalcomania 
[]) Display Furniture 
[] Display Forms 
] Display Letters 
_] Display Racks 
|] Drawing Boards 
_] Enlarging Projectors 
() Fabrics and Trimmings 
{] Fixtures 
() Flags and Banners 
[ Foils 


4 
J 
] Grass Mats 


|] Hosiery & Shoe Forms 
_| Invisible Glass 
(] Lacquering Outfits 
] Lamp Coloring 
_| Lithographed Displays 
] Mannequins 
_] Mouldings 
[} Metal Sheets 
_} Millinery Heads 
[} Motion Displays 
] Motion Mechanisms 
& Natural Foliage 
(] Pageants & Exhibits 
] Plaques (Window) 
| Papier Mache Specialties 
] Photographic Blowups 
] Plastics 





tf 
L} Price Cards—Tickets 
() Price Ticket Holders 
[) Sale Banners 

C) Socks—Window 

[] Show Cards 

_)] Show Card Colors 

C Show Cases 

CJ Show Case Lighting 
CJ Signs—Card Holders 
!}) Signs—Brass—Bronze 
C) Signs—Electric 

[] Sleeve Forms 

C) Stencil Outfits 

[] Stock Posters 

L] Store Designing 
[] Store Fronts 

{) Tackers 

(} Time Switches 

[} Turntables 

C) Valances 

[) Wall Board 

[] Window Lighting 


C) Do you wish a copy of their catalogue ? 
C) Do you plan to remodel your store soon? 
{} Do you plan to build a store soon? 
MAIL TO 
DISPLAY WORLD 


CINCINNATI, OHIO 


SS SSS SB SB SSeS Se ee eee eee eee ee 
Firm 

Display Manager 

Street 


City 
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Some $15,000 in cash prizes was awarded 
displaymen having entries in a contest spon- 
sored by Rice Leaders of the World Associ- 
ation. First prize of $2,000 went to Thomas 
McBride, Troy, N. Y., for a display for the 
Chalmers Knitting Company; second award 
by the Stambaugh- 
Thompson Company, Youngstown—display 
manager unknown; third prize of $500 went 
to Carl W. Ahlroth, The Union, Columbus, 
Ohio. 

The following were display managers for 
their respective stores: Al Wollenberg, Roos 
Brothers, San Francisco; B. H. Logan, the 
Holmes Company, Wichita; J. P. Bain, 
Authier Style Shop, Sioux City; R. J. 
Fullerman, T. A. Chapman Company, Mil- 
Berg, Burgess-Nash Company 
Tom Allen, Phelps-Dodge Mer- 
Company, Douglas, Ariz.,; J.B. 
Johnson & Hill Company, Grand 
Rapids; Charles E. Green, H. Liebes & Co., 
San Francisco; Milton Hartman, Brager’s, 
Jaltimore; Joseph Mertzweiler, Ryan & Co., 
New Orleans; L. A. Courtemanche, Cleland- 
Simpson Company, Scranton, Pa. 


of $1,000 was won 


waukee; E. J. 
Omaha; 
cantile 


Mull, 


AUGUST, 1930 

George A. Gilder accepted the position of 
display manager for the new Fifth avenue 
store of I. J. Fox Company, New York City. 

Karl Schlecht, Bedell’s, Chicago, resigned 
as display manager. 

M. J. Murphree, in charge of display for 
Dreyfuss & Son, Dallas, accepted a similar 
position at the Porter Clothing Company, 
Birmingham. 

A. G. Monroe resigned as display manager 
for Schuneman & Mannheimer'’s, St. Paul. 
He was succeeded by Robert Buss. 

Myron Eberly, who had headed the dis- 
play department of Coyle & Richardson for 
several years, was promoted to the post of 
merchandise manager for the Charleston, 
W. Va., firm. William Border, his assistant, 
took over the vacant position. 

J. Pollari display 
Madigan Brothers, Chicago. He had _ for- 
merly been with the Herbst Department Store, 
Fargo, N. D. 

Matt Markusich, formerly with the Fair 
Store, San Antonio, was placed in charge of 
display for Clark Stores, of the same city. 

William F. Larkin resigned as display 
manager of John Wanamaker, New York 
City, being succeeded by Frank J. Krick, of 
the Wanamaker organization's Philadelphia 


became manager for 


store. 


L. R. Welts, Baskin’s, 


formerly with 


Chicago, was appointed display manager of 


the National Clothing Company, Rochester, 
N. Y., succeeding John Looke, who had re- 
signed. 
L. L. Wilkins Wins 
Display Contest 

First prize of $50 in the National Luggage 
week display contest has been won by L. L. 
Wilkins, Pizitz, Birmingham. 
other awards are not yet available. 
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PLEATGLAS 


UNSEEN SALESMEN 


PLEXIGLAS display fixtures show your product's 
every advantage from every angle. They reflect 
the quality of the merchandise you sell. They’re 
the modern, unseen salesmen in many progres- 
sive stores. 

For PLEXIGLAS is crystal-clear —almost invis- 
ible—and will retain its transparency perma- 
nently. Despite its fragile appearance, PLEXIGLAS 
is as sturdy as wood. It can be broken only by 
ahard direct blow. 

Ask any leading fixture manufacturer for 
information on his line of PLEXxIGLAs displays. 
For special displays and counter units you can 
easily saw, drill and form this acrylic plastic in 
your own shop; or we shall be glad to send you 
the names of experienced PLEXIGLAs fabricators 
in your vicinity. 





N 


Viep, 
MIR ie ins; MAM MATS 


Three of the PLExIéLas display fixtures manu- 
factured and sold by the L. A. Darling Company, 
of Bronson, Mich. Simple, modern and durable, 
they can display your merchandise effectively. 


PLEXIGLAS SHEETS... 


1 ‘ ju e ° ~ . 
is” to 2144” thick in areas up to 45x65” or in 


smaller pieces cut to specification. 


PLEXIGLAS RODS... 


already available in %,”, 4” 


ly, and %,” diameters 
in 48” and 72” standard lengths. 
. 


PLEXIGLAS is the trade-mark, Reg. U.S. Pat. Office, for the 
acrylic resin thermoplastic sheets and rods manufactured 
by the Réhm & Haas Company. 





ROHM & HAAS COMPANY, INC. 


222 West Washington Square, Philadelphia, Pa. 
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NEW IDEAS FOR 


FALL & 
WINTER 


DISPLAYS 


FOR HOLIDAY BACKGROUNDS 
..» 5-W DECA-SENE 
PASTE TONER COLORS 


Investigate the new, improved and 
popular line of brilliant, non-fading 
Sherwin-Williams Deca-Sene Paste 
Toner Colors. Ideal for 

both interior and window 

display. May be brushed 

or sprayed. One coat 

covers. Dries in one hour. 

12 beautiful shades. 


GET MAXIMUM DISPLAY 
VALUE WITH 
S-W DISPLAY LACQUERS 


Especially formulated for use on per- 

manent and itinerant display back- 

grounds and window properties. 
Available in 12 attractive 
colors including black. 
white and clear. These 
colors dry rapidly toa 
rich, semi-gloss finish. 





